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WOMAN ...-...-.:-.-.-.+ + + + + 2,370,865 
ILLUSTRATED. ----.:+.+ =. + + +» 1,089,351 


JOHN BULL. ----.-.--.-.+ + + + » 1,029,069 
PICTUREGOER -----:-.- + + + + +» 487,444 
MICKEY MOUSE ----.-... . fee 
MELODY MAKER..-..-.-.-.-.-. . 73,817 
HAIRDRESSERS’ JOURNAL ..... - 29,814 
POULTRY FARMER .......- . -. 29,708 
HORSE & HOUND....-... . . . 40,767 
MINE WEEKLY --.-----.+.- + + + 5,927 
EVERYWOMAN ....... . + » +» 322,440 
IDEAL HOME......... +. ». + 123,268 
MOTHER. .. . 

ELECTRICAL & RADIO TRADING 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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Display in 


Australia 


Sin,—The British businessman 
whose report on Australian 
shop display standards appeared 
in your February 12 issue may 
be right in some details but is 
far off the mark in conveying 
such a depressing picture, Sydney 
and Melbourne stores such as 
David Jones, Farmers and 
Myer’s have displays that are 
incomparably more gay, stimu- 
lating and experimental than the 
leading London stores. They 
spend more money, have better- 
trained and larger staffs and go 
to a lot of trouble and time to 
produce striking effects. Back- 


IN THIS ISSUE— 
Records and inspecting system 
for outdoor advertising — page 
NEXT WEEK’S issue will include 
an article discussing the need for 

show-rooms at factories. 


drops will be painted, 
built and full-colour window 
stickers specially designed and 
silk-screened for a week or two's 
use on the windows themselves. 
In addition well-known = free- 
lance designers are often engaged 
by the stores for special window- 
displays, and at high fees. 

True, many of the windows 
are based on blue-prints syndi- 
cated from the States but there 
is plenty of scope for the indivi- 
dual display manager (who works 
quite separately from the adver- 
tising department apart from 
necessary liaison) and his assist- 
ants are usually graduates from 
the art schools. In Australia’s 
largest cities the bigger the store 
the better the window display, 
especially at Christmas time. In 
London the reverse applies and it 
is only the small store or indivi- 
vidual “chain” that sets the pub- 
lic talking—-for instance the 


“sets” 


To The Editor. ‘ 


delightfully crazy figures that 
pop up in Clark’s shoe stores. 

Admittedly Perth and the 
smaller cities have lower stan- 
dards but Perth's population is 
only just over a quarter-of-a- 
million, and jt is 3,000 miles from 
the competitive atmosphere of 
Sydney and Melbourne. How 
many shops and stores in Oxford 
Street, Bond Street and Regent 
Street have an actual appropria- 
tion for display? Not many, 
judging by the results! 

F. R. Courcier. 

London Manager, 
Goldberg Advertising 
(Australia) Pty. Ltd., London. 


More about Oxo’s 
puir wee laddie 


Sik,—I| have read with interest 
reference, in your columns, to 
Oxo’s wee Scots laddie poster, 
but have not yet seen mention 
that it was seen on hoardings 
forty years ago in exactly its 
present form. 

Drawn by Will Owen, the 
design had been submitted else- 
where before being taken up by 
Oxo. 

Speaking from memory, lI 
should say that it met with ap- 
proval nearly half a century ago, 
but whether this is for or against 
the poster being good advertising 
to-day I am not prepared to say. 

GEO. ROBERTSON, 
5 Chapel Lane, 


High Wycombe, Bucks. 


Why no girl 

Sir,—I am obliged to “Flippin’ 
Outsider” for his suggestion 
(February 12) of putting the jade 
into Frujade. Far be it from me 
to reject anything for being corny, 
but | fail to see how the nature of 
Frujade is explained by a lass. 
Alas! 

It is, of course, distressing that 
F.O. and his friends are “Oh!-— 
so tired of milk turning into 
chocolate” etc. Time was when 
I would go to great lengths to 
avoid boring other advertising 
men, but those days are over. 
The consumer is the only person 
| bother about, nowadays. 

Howarpb (Rip VAN) WADMAN. 


Con 


Sir,—Of all the foul words 
in our language surely conurba- 
tion must hold pride of place. 
Your February 12 issue brought 
this fully home to me. 

K. A. MCKENNA. 
1? Walton Street, 
St Albans, 


Copy for the 
buyers’ market 


Sirn,—May | point out to 
Graham Cherry (February 5) that 
a good copywriter must be a com- 
bination of a writer without the 
aid of a set style and a salesman 
who can fall momentarily in love 
with any product; and that for 
the past 12 years, owing to the 
sellers’ market, this unnatural 
creature was not required to prac- 
tice his extraordinary craft. Dur- 
ing those years anybody could, 
and did, “whip in the bit of copy.” 

The buyers’ market has now 
returned. The demand for real 
copywriters exceeds the supply. 
It will not equal it until the 
youngsters coming along have 
begun to master their difficult and 
exacting craft, which they are 
trying to do under disconcerting 
conditions in many agencies, 
whose chiefs, remembering they 
had no copywriting problems 
during the past 12 years, and re- 
calling (with tears in their eyes) 
how the office boy could always 
be relied upon to do a bit of copy 
tor them, seriously believe if a 
person has it in him the right 
ideas and words will flood from 
his pen under any conditions and 
on all subjects. 

Account executives may thrive 
on noise and bustle. I don't 
know, Agency artists do whistle 
loudly and argue politics noisily 
while they turn out good work. 
But copywriters require quiet for 
their task. If they do not get it, 
they cannot produce good copy. 
Instead, they produce what their 
agencies deserve--some words. 
often grammatically arrenged, 
about their products. 

S. W. BaRTRUM. 
48 Leinster Square, W.12. 


‘Price-fixing’ and 
dlock-making 


Sik,—From time to time I have 
soMe enterprising young men 
calling on me as representatives 
of block-making firms. To all 
am compelled to put the same 
question. What have you to offer 
me? They invariably give the 
same answer: Service. But most 
of the reputable firms already 
give good service so what pos- 
sible chance is there for enter- 
prise and skill so long as prices 
regulated by the Federation are 
strictly controlled. 

Printers are facing now the full 
blast of competition, Why should 
block-makers be exempt? We 
cannot have the best of both 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.!. 20 St. Ann’s Square 
Grosvenor 8228 Blackfriars 9786 


worlds: private enterprise with 
its attendant risks and calls on 
initiative, hard work and technical 
skill and a_ hybrid planned 
economy which fixes prices. 1 
am sure that price rings even 
among block-makers, have out- 
lived their usefulness. 

So to one young man who told 
me recently that as a consequence 
ot “Federation rates” all he could 
attempt to do was to sell “person- 
ality and service,” I had to reply 
that my present service was ex- 
cellent, and business could not be 
capriciously switched from house 
10 house on personality, however 
charming. 

MERVYN R. Hariey. 
Director, 
Arrow Press Ltd. 


Dentists’ praise 
Sin,—The advertisement for 
the Lambert Pharmacal Com- 
pany, appearing in the Radio 

Times, interested Me greatly. 
The headline reads: “Why 
42,320 dentists praise Pro.” This 
number is so precise that I can- 
not help wondering as to how it 
was obtained? Furthermore, it 
is so large that I question the 
advantage gained by mailing or 
interviewing this number of den- 
tists just to produce a headline. 
If it has definitely been estab 
lished that even, roughly 32,320 
dentists “praise Pro,” then I con- 
gratulate the company’s research 

services. 

But how did they find out? 

Roy G. CLARK. 


51, Tilehurst Road, S.W.18. 


Lambe & Robinson Ltd., Pro 
agents, explain: “The figure in- 
cludes dentists in the United 
States as well as in the U.K. 
Last year the copy in Pro ads. 
was headed ‘2,300 British dentists 
like 40,000 of their American 
colleagues have written to tell us 
that PRO is a first-rate tooth- 
brush.’ We have all the evidence. 
It was secured by replies to a 
sample offer.” 


A single insertion in the RADIO TIMES 


isa National Campaign for 


Fer further information please write te: 


Mead of Advertisement 


BBC. Publications, Broadcasting 


Member of the Audit Bureow of Circaletions 


nine days plus... —~ 


Portlasd Place, Loadon, W.1 
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ONLY ONE... 


national daily newspaper used 
its full quota in the 12 week 
newsprint rationing period 
which ended on 7th February 


| | The Daily Telegraph 


the paper people trust 
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Starting at the top 


A RECENT SURVEY proved that one reader in every three 


of THE FINANCIAL TIMES is a Director of a Public Company. 
It is safe to say that every man whose vital 
decision sanctions the purchase of new industrial 
plant and equipment reads this newspaper 
every morning. 
These facts make THE FINANCIAL TIMES 


the essential cornerstone of all 


industrial advertising. 


MLS re » 


a4 


Sidney Henschel 


ADVERTISEMENT MANAGER, 72 COLEMAN STREET, LONDON E.C.2 
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THURSDAY, FEBRUARY 19, 1953 


Evening Telegraph’’), 


FIRST CLASSIFIED ADS. CONVENTION 


Birmingham Gazette and Despatch 
Mrs. Beatrice Warde (Monotype Corporation) addresses the Classified Advertising Convention. L. t. W. 
Grundy (Newspaper Society), F. Hayes (‘Manchester Evening News’), Malcolm Graham CE xpress & Star, 
Wolverhampton), Mrs. Warde, T. G. Moore (Portsmouth & Sunderland Newspapers), P. S. Shirley (“Coventry 


photograph 
tor: R. W. 


Mrs. Dorothie Starbuck, L. J. Stallard (‘Express & Star’’). 


WILL FIGHT BILL 
TO END DUAL 
CONTROL SYSTEM 


Opposition to the outdoor 
advertising industry's Parlia- 
mentary Bill to end the system 
of “dual control” may be ex- 
pected from the Association 
of Municipal Corporations, 
which represents over 400 
cities and towns. 

At its council meeting this 
(Thursday) afternoon the 
Association will be asked to 
confirm a decision to oppose 
the Bill, on the ground that 
the advertising interests which 
are promoting it may, if they 
succeed, seek to promote 
similar Bills affecting local 
powers in other parts of the 
country besides Manchester. 


New agents for 


Burton’s 
The biggest post-war campaign 
for Montague Burton Ltd. breaks 
next week, handled by new 
agents. Dorland Advertising Ltd. 
have taken over the account ex- 


cept for certain provincial adver- _ 


tising which will 
Whitehall 
(Leeds). 


remain with 
Advertising Ltd. 


HOME SECRETARY’S PLEA 


‘Coronation should see British 
advertising at its best’ 


N appeal to advertisers and agents to be “especially critical of 

advertising associated with the Coronation” was made by the 
Home Secretary, Sir David Maxwell Fyfe, at an Advertising Associa- 
tion lunch yesterday (Wednesday) 

Sir David said: “It is in the interests of us all that advertising 
linked with the Coronation scheme shall reach the highest standards 
of design and taste. 

“I am sure it will do so and will show, especially to the large 
number of overseas visitors, British advertising at its best.” 

* Continued in Stop Press 


West Midlands’ 


. 

promotion plan 

HE Advertising Associa- 

tion is to be asked to in- 
clude a classified advertising 
session at its annual confer- 
ence. This suggestion, made 
by T. G. N. Pearce (Kemsley 
Group, Manchester) was car- 
ried at the first Convention 
on Classified Advertising. It 
was held by West Midlands 
Newspaper Advertisement 
Executives’ Association at 
Birmingham on Tuesday. 

About 100 provincial and 
London delegates to the conven- 
tion heard P. S. Shirley (Coventry 
Evening Telegraph), chairman ot 
the Association, say that 21 mem- 
bers of the Association had 
already joined its classified pro 
motion campaign. 

He also strongly urged the for- 
mation of other regional adver- 
tisement executives’ associations 
similar to that of the West 
Midlands Association. 

Many delegates saw for the first 
time the engaging symbolic 
figure, “Mr. Small.” which the 
Association will use in its promo- 
tion campaign. 

Questions raised by T. G 
Moore (Portsmouth and Sunder- 


@ Continued overleaf 


THE MUNICIPAL JOURNAL, PUBLIC WORKS 
ENGINEER & CONTRACTORS’ GUIDE 


THE ONLY WEEKLY JOURNAL THAT REACHES 
EVERY DEPARTMENT IN LOCAL GOVERNMENT 
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@ CLASSIFIED ADVERTISING CONVENTION (continued from previous page) 


Fepruary 19, 1953 


Tips on organisation: Value of ‘check point 
THE MECHANICS OF A NEW SYSTEM 


| 


lund Newspapers), senior vice 
president, Newspaper Society, in 
his opening address were 

“Should there be a preferen 
tial rate for private misce!laneous 
smalls as distinct from advertise 
ments olfering houses and cars 
etc. for sale? Have we driven 
the former class of advertiser to 
the display board outside news 
agents’ shops?” 

Let us remind ourselves of the 
fact that advertising must pay 
not only Ourselves but the adver 
tiser,” he said. “If our rates are 
high it is obvious that we restrict 
the number of articles that can 
be profitably advertised in’ our 
columns.” 

He claimed that provincial 
Hew spapers had always appreci 
ated the importance of the 
classified columns. This way not 
only because of their reader in 
derest and thetr effect on circula 
tion fieures, They also formed a 
vardstick for the space buyer of 
an advertising agency They 
helped him to assess family 
readershiy 

Readers needed reminding of 
some of the valuable services 
offered The Newspaper Society 
advertisement committee, unde: 
the chairmanship of Malcolm 
Graham, had suggestions in hand 
but other people must also act 
on their own initiative and the 
West Midland Newspaper Adver 
tisement Executives Association 
had done 50 in advertising in thei 
own columns as part of other 
drive for more classifieds 

American methods of promot 
ing purely private classified ad 
vertisements were described by 
Mrs. Dorothie Starbuck, who has 
had wide experience on the class 
fied advertisement side of Amet 
can journals. An increase in thc 
readership interest of classified 
advertising, she said, was. fol 
lowed by an increase in: private 
classified advertising, News items 
run on the news pages, about the 
classific ds; front pare references 
tO highlights from the classifieds 
were among the methods adopted 


Daily Express dita 
appreciated at the Express Overseer 
Manchester Picture shows from left 

Daily Express H. G. Brimmer 
chairman, London Express News; 
manager, Manchester; H. B. Rimmer 

northern 


northern edito R 


j 


Frank Hayes, advertisement 
manager, “Manchester Evening 
News,” described how his firm 
had tackled the problem of re- 
organising its classified advertise- 
ments department. 

He had been sent to America 
to study developments in accord- 
ance with the policy of their 
chairman, Laurence Scott, who 
had sent many business and pro 
duction executives to the United 
States over a period of years. 

In the re-organised department! 
the front office consists of: An 
advertisement counter, staffed by 
cight clerks; an interviewing office 
for the use of clients wishing to 
discuss new campaigns or com 
plaints with the classified man 
ager; a reception and information 
desk to direct queries to other 
departments in the — building. 
Ihere is a “sundries” counter 
staffed by two clerks for circula 
ion inquiries, back copies, photo 
graphs, ete.; the cashier's office 
with a small counter for the pay 
ment of bills, and a reply counte! 
behind which are arranged the 
pigeon holes, 800 in all, in banks 
of 100. 

The clerks employed on the 
advertisement counter deal, in the 
main, with prepaid advertise 
ments 

Each ts provided with order 
forms, made up into pads, for 
each paper, the customer brings 
his copy; the clerk fills in the 
order blank, in triplicate; the 
original is fixed to the customer's 
copy and the amount for each 
idverusement is tapped up on the 
National Cash Register machine 
together with the clerk’s own ke‘ 
number and the key designating 
which paper the advertisement is 
for Ihe original is then placed 
nto the machine and the release 
The machine prints 
m the copy the amount of cash 
taken, records the transaction 
and throws out a cash receipt 


ACY { ressed 


i Pendrv’s humour is ob isi} 


io 
s luneheon at the Midland Hotel 


1 rieht: S. W. H. Lone, director 
blisher; the Hon. Max Aitken, vice 
r Ltd ( Lawrence, general 
process overseer; and R. A. Pendr, 
editor. 


Hurry 
2 Lime 
GF rveras 
. y 
Try a classified- 
Youll t sat sfied 


Birmingham Pos: and Mad phetograph 
Mr Small” will help to sell 
classified advertising in the West 


Midlands 


the clerk then places the original, 
with copy attached, on the copy 
carrier behind him and each copy 
is taken, individually, to the 
check point 

The second copy is given to the 


customer, as a record of the 
orde: 
The box number is in the form 


of a perforated, adhesive strip 


one part of w hich eoes on the 
copy and the other part on the 
duplicate The thiad 
copy is filed for the firm's own 
record, 

The cash register machines are 
cleared each night by the cashier 
and balanced against the totals 
recorded by the machine 

Ihe telephone ad. takers and 
the rest of the classified depart 
ment are on the next floor. The 

Tele-ads.” consists of 10° girls, 
working from their own switch 
board, taking ads. direct on to 
typewriters Avain, each adver 
tisement is passed to the super 
visor for a quick check, placed in 
a copy carrier and proceeds then 
to the next stage 


custome 


he classified manager's office 
s near the post desk, both credit 
and prepaid, the paper-makers 


e Success stories © 


During the discussion, R. W 
Grundy (Newspaper Society) 
strongly urged that local papers 
should help the Newspapei 
Society to poo! success stories. In 
the Society's publication, Talking 
Points, it was hoped to have a 
section devoted to classified ad 
vertising 


Thanks 

Expressing his thanks to the 
Association, Mr, Moore paid a 
special tribute to its chairman 
P. S. Shirley, and L. J. Stallard 
(Express & Star, Wolverhampton), 
the convenor, for their prepara 
tory work on the Convention. 


and most important of all, the 
check point, towards which indi 
vidual advertisements are flowing 
along the copy carriers. 

The job of the check point, 
manned by two clerks, is: 

(1) Copy check. (2) Order 
check. (3) Credit check. (4) Sort 
ing into correct classifications 
(5) Making up into 70 or 80 line 

takes.” 

Each advertisement is handled 
individually. When visual scan 
ning is completed, the checker 
places the advertisement into the 
requisite opening on the desk 
Sortergrat™” equipment This 
equipment consists of a series of 
flaps, one behind the other, which 
are spring-loaded and can be 
pulled down with one hand. the 
copy inserted, the flap released 
and the copy held firmly, 

As soon as a “take” is built 
up in any one classification those 
ads. are removed, inserted in a 
numbered “take” envelone, the 
number checked off against the 
“take-sheet™ and the envelope 
placed in a copy carrier. 

As each “take” = envelope 
reaches the composing room over 
seer’s desk, it is given out to the 
lino-operator without examina 
tion The operator opens the 
cnvelope, takes out the copy, sets 
his classification catch-line and 
carries on with the whole of the 
take.” After setting, the COPy is 
put back into its envelope, the 


®@ Continued on page 356 


Why women are responsive to 
‘warm, emotional’ colour ads. 


Ihe impact of colour on the 
essentially emotional mind of the 
woman consumer, especially four 
colour advertisements with pre 
dominantly warm “emotional 
tones, was stressed by Mrs 
Alison Settle, the Observer fea 
ture writer, at a dinner of the 
Young Newspapermen’s Associa 
non in London on Monday 

She claimed that many adver: 
tisers selling t women are still 
inclined to ove tress the “esc pe 
appeal” in their advertising. To 
day women were more sensible 


utd intelligent than ever before 
Ihey did, indeed, indulge a 
Strong desire for escapism, found 
yr example, in popular magazine 
fiction, but this was a character 
suc firmly ignored when going 
ssout the daily housework and 
naking personal and family buy 
ng decisions 

At all times the advertising 
story) must provide intelligent. 
logical reasons for buving. she 


aid To-day’s women were 
simply not interested in spending 
money for a dream 
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Screen advertising in 100 A.B 


LONG TERM CONTRACT WITH PEARL 
& DEAN: NEW IDEAS PROMISED 


LL screen advertising in the 400 cinemas in the Associated 


British 


Cinemas’ circuit is to be handled by Pearl & Dean 


Ltd., the newly formed sereen advertising company. This is the 
first time that A.B.C, has = hans agreed to let its screen rights. 


‘Help ping ba ikers 


to advertise 


Pointing out that with the 
creased freedom which is coming 
to the industry competition will 
intensify, the National Associa- 
tion of Master Bakers has offered 
to assist any members who are 
thinking of embarking on adver- 
tising campaigns of their own. 
“Money can easily be wasted on 
advertising, says the Associa- 
tion’s official journal. “On the 
other hand advertising can yield a 
rich dividend if handled with skill. 
It is a subject which often calls 
for special But the 
Association pleased to 
assist any members who. are 
thinking of embarking on cam- 
paigns of their own.” 


Arrived with 
the milk 


Following the termination of 
i milk strike in Ireland on Tues- 
cay night of last week, every 
Dublin newspaper on the Wed- 
nesday morning carried a Il in 
triple advertisement for Hughes 
Brothers Ltd., a County Dublin 
dairy farm. Headed “Thank 
You,” it announced that resumed 
supplies were now possible and 
thanked the firm’s customers for 
their patience in accepting re- 
duced supplies 


advice 
will be 


The advertisement attracted a 
great deal of attention. O’Ken 
nedy-Brindley Ltd... of Dublin, 


were the agents responsible 


Bowater competition 
for art students 


The chairman and directors of 
the Bowater Paper Corporation Ltd. 
are Sponsoring a competition among 


students attending art schools 


in 


the United Kingdom. 

The competition is for illustra- 
tions to be produced in a desk 
calendar on the theme “The versa- 
tility of paper and its importance 
in the world to-day.” 

There are three prizes of 100, 50 
ind 25 guineas cach and in addition 


SO consolation prizes of 10 guineas. 


Plastics team want 
informative ads, 


Ihe British plastics industry should 
rreatly increa use of informa 
ve advertising, an Anglo-American 
productivity team believes 

The team’s report reproduces an 
advertisement from an American 
plastics vanutacturer devoted to 
explaining to the public the differ 
neces between th ‘rious synthetic 
fibres which the manufacturer pro 
duc 


Ernest Pearl, chairman of 
Pear! & Dean Ltd., told ADver 
riseR'S WEEKLY that the arrange 
ments are purely contractual, but 
are “long term and exclusive.” 

Advertising will occupy about 
five minutes per programme and 
will provide for ten filmlets and 
one 200 ft. film, placed at peak 
viewing periods, at the end of the 


second and beginning of the first 
feature films 

Pear! & Dean Ltd. have their 
own production unit, and are 
planning two-minute films for 
national advertisers The first 
of their own produced films 


should be on show in about three 
months. 


“Our creative and production 
team will have ample oppor 
tunities for the development of 


new ideas in the presentation of 
advertising films and colour film 
lets for the benefit of screen ad 
vertisers.” said Mr. Pear!, “a 
three-dimensional films are the 
thing of the future, then we wil! 
consider their use for advertising 
purposes, but we intend to con 
form to the pattern of genera! 
film presentation.” 

A.B.C.’s decision means that 
of the 4.750 cinemas in the 
United Kinedom only about 250 
will not show advertising films 

All filmlets produced by Pear! 
& Dean Lid. will be in colour, as 
will be the majority of the films. 
unless the product calls for 
documentary technique suitable 
for portrayal in black and white 

Commenting on the a B« 
decision Mr. Pearl said “ » feel 

iS a mark of so ig in the 
experienced personne! in this 
field of advertising whom we 
have gathered together. 

“The arrangements with 
open up a new and hitherto un 
explored outlet for screen ad 
vertisers. Cinemas in the A.B 
situated as to offer 
a solid bass for coverage. either 
nationally or regionally. This im 
portant circuit, augmented with 
a Selection from 3.000 indepen 
dent cinemas which are known 
to show national advertising 
films. will enable any national 
advertiser to plan a film distr 
bution campaign of any pattern 
or size suitable to his needs 

“Key personnel in the Pearl & 
Dean Ltd. organisation are al! 
specialists in their particular field.” 


A BA 


circuit are so 


Easter newspapers 


The Newspaper Society has issued 
1 recommendation that there shall 
he no publication of provincia! 
morning and evening newspapers in 
England and Wales on Good Friday 
April 3, but that there shall be pub 
| ion as usual on Saturday 
April 4, and on Faster Monday 
April 6 
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Luxembourg listenership survey 
will cover 100 areas 


Ihe second winter audience 
survey of Radio Luxembourg | 
English transmissions is to take | 
place next week -from Sunday, 
February to Saturday, Feb- | 
ruary 28, inclusive ‘ 

It will be conducted by Social 
Surveys Ltd., under the super 
vision of Henry Durant, and 
20,000 interviews will be made 
on each of the seven days. It 
will cover 100 areas throughout 
England, Wales and Scotland 

When the results are availabe 

a preliminary report should be 
ready in two to three weeks 
Radio Luxembourg Advertising 
Ltd propose to invile agency 
radio directors, managers and 
research representatives to meet 
Dr. Durant to discuss the survey 
report and to deal with any 
matters arising 


The mirror which 
aids display 
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or 


by 
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normal Mirror On be! 
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changing the 


ret from a mirror 


Thousands of 
tips received 


Sereen Audiences Ltd an 
nounced last week inp Woman 
the first) prize-winners in’ their 
new “tips” competition 

Ihe first edition of this new 
advertising film series is) now 
nearing the end of its run and 
Screen Audiences have been 
literally inundated with thousands 


more tips A considerable 
of editorial 


amount 
space has been 
devoted to “Tips” in local news 
papers all the country 

The first week's prizes went to 

ineMa patrons in 
Abe deenshire and = Chester-le 
Street, Co. Durham, presentations 
at those cinemas coming immedi 


Ove! 


braserburgh, 


' 
‘ 


ately prior to the running of tne 
second edition of “Tips 

Merits of the tips sent in, 
hundreds of which mention pro 
prietary goods, are judved by a 
panel of experts 

Gerard Holdsworth Ltd, the 
company responsible for the pro 
duction of “Tips,” have this week 

ned up Jeanne Heal, to com 
pere ther fourth edition which 
takes the floor at the Gate 
Studios, Elstree, on bebruary 23 


Coronation lunch 


Ihe Advertising Association's 
official Juncheon in June will be 
it the Dorchester Hotel, London, 

1 Monday, June 8& 


Progress in framing standards 
for commercial television 


‘Considerable progress mn 
framing standards tor commercial 
television” js reported to have 
been made by the radio and tele 
vision commith of the Incor 
porated Society of British Adver 
tisers Who are stud w thus prob 
lem ntly with the television 
advisory panel of the Institute of 
Incorporated Practitioners mn 
Advertising 

The bebruary New Sheet of 
IS.BAL ce it Until a 


further statement is made by the 
Postma r-Csenera the date of 
the ntroduction of sponsored 


television aod th manner in 


\ 
Vnicn it Wil pe oO 


ited can only 
be conjectured. Some time must 
nevitab!] clay before the 
granting of the first licence 
This should allow ample op 
portunity for p ubmission of 
the agreed proposals of adver- 
tisers and advertising agents to 
the Postmaster-General or the 


conm@ro ny hody 
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‘AD. WEEKLY’ 


OPINION POLL 


Finding the ideal formula 
for the A.A. conference 


“I am convinced that we shall 
learn a good deal from the 
answers to your Conference 
Opinion Poll Competition, and 
it is my earnest hone that all 
engaged in advertising, whether 
they like conferences or w 
they do not, will fill in the ques- 
tionnaire and return it to you, 
irrespective of the competition 


appeal is made by 
W. W. J. Studd, chairman of the 
Advertising Association Execu- 
tive, in a statement to ADVER- 
TISER’S WEEKLY 
“Whatever the result,” con- 
tinues Mr. Studd, “the Advertis- 
ing Association will feel grateful 
to Apvertiser’s Werktv for 
having brought this subject into 
the open in such a way that 
everybody can express a view. 


Immense changes 


“There is ample evidence of 
support for any conference or 
convention which the Advertising 
Association has promoted before 
the war and since the war. It 
must be borne in mind, however, 
that the war started in 1939 and 
has now been over since 1945. 
In the gap of six war years, and 
more than seven years since the 
war ended, there is represented 
a period which has brought im- 
mense changes in advertising per- 
sonnel and practice. 

“It must be expected, therefore, 
that those engaged in the busi- 
ness in all of its branches will 
have mew opinions about the 
pattern of an advertising confer- 
ence. The Council and Executive 
of the Advertising Association, 
aided by its able Conference 
chairman and committee, has for 
some time recognised that the 
old kind of advertising confer- 
ence is ‘out. 


A landmark 


“The International Advertising 
Conference in 1951 was a quarter- 
century landmark. Since that 
date the Advertising Association 
has been feeling for a new 
formula. Brighton taught many 
lessons and the meaning of them 
will be apparent at Eastbourne. 

“Personally, [ would express 
the view that the programme of 
pre-war conferences is not in 
keeping with to-day's conditions, 
and those who can look back to 
the memories of Blackpool, Glas- 
gow, Torquay and others may 
feel that something of the old 
scene is missing. As lI see it we 
are discarding what we must. 

“Time is more important than 
ever: travelling and conference 
costs are much higher. Adver- 
tising has gone back to business 
in a realistic post-war way. Con- 
ferences must pay for themselves 
and therefore the time set aside 
must be used for the purpose on 
hand.” 


ADVERTISER'S WEEKLY is offering 
over £60 in prizes, including a first 
prize of £25, for this competition, 
aim of which is to find out what 
kind of conferences advertising 
people really want. 

Already a number of entries have 
been received, including 12 from 
the staff of one advertising agency. 

Further entry forms can be 
obtained from the Editor. 


The importance 
of Eastbourne 


Two factors will give the East- 
bourne conference outstanding 
importance, says the Advertis- 
ing Association's News 
Letter.” 

It adds: 

“The Conference offers a unique 
opportunity for fundamental 
thinking, for facing common 
problems and working out a 
common approach to them 
Only once a year do advertis- 
ing people have an opportunity 
to hear from recognised leaders 
of opinion about the social and 
economic conditions in which 
advertising will have to work 
during the coming year. 

“The second factor has a more 
domestic bearing. The develop- 
ment committee, under the 
chairmanship of Sir Miles 
Thomas, is now actively con- 
sidering how the Advertising 
Association should expand its 
work for the benefit of adver- 
tising aS a whole. 

“At Eastbourne, delegates will 
have an opportunity to express 
their own views on the future 
of the Advertising Association 
as the only body representing 
all aspects of the advertising 
business.” 


Poster research is 


‘great step forward’ 


Members of the Solus Associ- 
ation visited Outdoor Publicity 
Ltd. last Thursday, where they 
were shown the results of the 
Wigan/Luton survey. The sur- 
veys were explained to them by 
Richard Nelson, the managing 
director, and Brian Copland, Out- 
door Publicity’s research adviser, 
and they were afterwards enter- 
tained to lunch. 

Mr. Abrahams, the Associa- 
tion's chairman, said that he 
thought that this research was a 
great step forward. 


. 

Candlelight party 
Carlton and International 
Artists were hosts at a cocktail 
party in the studios of their 
house in Portman Square, W.1. 
The large 18th century rooms 
were lit entirely by multiple silver 
candelabra. 


Held by Leslie E. Room, director-general, the Advertising Association's 


battered black hat once again does duty as W. W. 
the executive, makes the draw for the 


Speaking Contest. 


J. Studd, chairman of 
first round of the National Public 


Watching are, on the left, Harold Cave, Midland area 


organiser and president of the Leicester Publicity Club, and, behind Mr. 


Studd, Norman Groome, 


Club News 


Southam pton 
Town is indebted 


to the club 


The deputy Mayor of Southamp- 
ton, Cr. Mrs. M. Cutler, told 
Southampton Publicity Club at its 
annual dinner-dance that the civic 
authorities regarded the club as their 
unofficial public relations depart- 
ment, 

Praising the club for undertaking 
the publicity side of the town’s 
Coronation festivities, she com- 
mented: “I think the town owes a 
great debt of gratitude to the initia- 
tive of the club.” 

Ald. R. H. Hammond, who pre- 
sided, thanked all who had helped 
to make the function a success. The 
vice-chairman, L. F. Payne, pro- 
posed the health of the guests, and 
S. A. Tilley (chairman of Bournce- 
mouth Publicity Club) responded. 


Bradford 
The speaker and 


his twin 


The Lord Mayor of Bradford, 
Ald. John Shee, invested Charles 
Walls, principal of Charles Walls & 
Partners Ltd., as chairman of Brad- 
ford Publicity Association in suc- 
cession to T. C. Scott. 

Ernest Marriott, president of the 
Association, welcomed the Lord 
Mayor, the Rev. H. H. Griffith, 
chaplain to the Princess Royal, who 
was the speaker, C. Roderick 
Gallant, chairman’ of the Publicity 
Club of Leeds, the Rev. L 
Griffith, twin brother of the speaker. 

Rev. H. H. Griffith spoke on the 
history of Harewood from a.p. 820 
up to the present time. 


Berks and Bucks 
Round the world 


Alan Hess, public relations officer 
of the Austin Motor Company, 
addressing the Berks & Bucks Publi- 
city Club in Reading last Thursday, 
gave a large audience of members 
and guests a hig thrill with the 
documentary talkie and his story of 
the round the world in 21 days trip 
which he and his team made in an 
Austin A40 during the Festival 
Summer of 19*|, 


hon. national organiser. 
Leicester 
———s 


Britain on record 


Richard Bright, publicity officer of 
the B.B.C. Transcription Service, 
described to Leicester Publicity 
Club the development of the B.B.C. 
transcription service which distri- 
butes programmes, specially 
recorded on discs, to radio stations 
in some SO countries, where they 
are broadcast over the local radio 
systems, 


In Brief... 


Next meeting of the Club Devel- 
opment Committee will be in 
Oxford, April 11-12... . The annual 
meeting of Leeds Club will be on 
Thursday, May 14. . . . New secre- 
tary of Nottingham Club is Mrs. 
G. H. Parker, 87 Bedale Road, Not- 
tingham. . Speaking on “The 
Other Man's Job” at a Manchester 
Publicity Association meeting Allan 
Ivimey, author and broadcaster, said 
that of all the famous people he 
had met, Moira Shearer was the 
most modest and unaffected. 
Regent Advertising Club public 
speaking group will be hosts to the 
Incorporated Sales Managers’ Asso- 
ciation students’ section, in their new 
premises at Chesterfield Street on 
Thursday, February 26, at 6.30 p.m. 
The guests will propose the motion 
that “Advertising does not increase 
the prosperity of this country.” 

. Liverpool and District Publicity 
Association is forming a junior 
section. Prime mover is W. E. 
Anders. 


Enid Blyton to 


launch magazine 


Enid Blyton is launching on 
March 18 her own Enid Blyton’s 
Magazine which she will write and 
= It will be a fortnightly, price 


£10,000 is being spent on adver- 
tising the first few issues through 
large spaces in the Daily Express, 
Daily Mirror, Daily Telegraph, 
Radio Times, Sunday Express, Sun- 
day Dispatch, Sunday Times, Even- 
ing Standard, Star, Illustrated, and 
provincial papers and magazines. 

Containing 48 pages (24 in two 
colours), size 64 in. x 8,5 in., the 
magazine will carry ten pages of 
advertisements. J. R. Osborne is 
advertisement manager. Evans 
Brothers Ltd. will publish the new 
magazine for the Enid Blyton 
Magazine Co. 
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Display men are 
resisting extra 
holiday claim 


Relations between the Display 
Producers and Screen Printers 
Association and the trade unions 
had, on the whole been good 
throughout the year, stated the 
retiring president, A. W. J. 
Lindsell-Stewart, in his report at 
the Association’s annual meeting 
last week. 

The agreement concluded with 
the Sign and Display Trades 
Union had proved to be sound 
and had operated smoothly. 
While it had not proved possible 
to negotiate a composite agree- 
ment to include also the Amal- 
gamated Society of Woodworkers 
and the National Society of 
Painters, the council! still hoped 
that these two unions would 
accept a supplementary agree- 
ment which had been offered. 

A large majority of members 
were opposed to extending the 
paid holiday beyond one week 
and the council and negotiating 
committee had resisted the 
Union's claim on this point. 
Discussions were is were continuing. 


Flood pictures 
aid relief fund 


As part of its contribution to 
the Lord Mayor's Fund the East 
Midland Allied Press Group has 
published a 12-page pictorial 
record of the floods, from the 
Lincolnshire coast through to the 
Fens and Norfolk. 

Priced Is., it has met with wide- 
spread demand throughout the 
East Midlands. 

The East Midland Allied Press 
bore the whole cost of production 
and distribution, and the entire 
proceeds will be handed to the 
Fund, Newsagents and voluntary 
organisations co-operated in sell- 
ing the paper. 


Traders advised : 
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Challenge to the soft 


drinks market 


The invasion of the United 
Kingdom market by Canada 
Dry, of Bermuda, the mineral 
water firm (forecast in “Adver- 
tiser’s Weekly” on January 22) 
is now confirmed. 

Charrington & Co., the London 
brewers, have announced forma- 
tion plans for Canada Dry 
(London) Ltd., by Charrington’s 
and Canada Dry International 
Ltd., Bermuda. Dolan Davis 
Whitcombe & Stewart Ltd. have 
been appointed advertising agents 
for the new company. 

Last November Charrington's 
acquired the Batey mineral water 
business. Batey’s have bottling 
stores at Dulwich, Fulham and 
Shoreditch. Certain of these 
depots are being completely re- 
equipped and handed over for the 
exclusive production of Canada 
Dry products, while others will 
continue the Batey business. 

Negotiations between Angus 
Mackenzie - Charrington and 


R. W. Moore, president of 
Canada Dry, were begun last 
year. 


Their discussions followed a 
detailed market survey which 
outlined the British potential. 
The research which prompted the 
Charrington-Canada Dry venture 
was carried out by Patrick Dolan. 

Canada Dry make a full range 
of mineral waters and soft drinks. 
Their most noted product is 
Ginger Ale, seconded by their 
Sparkling Soda Water. Their 
line also includes a Cola drink 
and tonic water, plus fruit drinks. 
The business began in Toronto, 
Canada, over 50 years ago, when 
a Scotsman, John J. McLaughlin, 
developed an exclusive formula 
for what is now known as the 
“Champagne of Ginger Ales” 


Use more colour 


and change display often 


More modern presentation, and 
considerable jmprovement in 
ideas on display were vitally 
necessary, Bristol Ironmongers’ 
Association members were told 
last week by Gerald Dyas, 
president of the London and 
Southern Counties branch of the 
National Federation of  Iron- 
mongers. 

He had been asked how the 
smaller retailer could combat the 
heavy competition imposed by 
the multiples and large stores, 
and in reply pointed out that to 
a large extent, the stores main- 
tained their sales as a result of eye- 
catching displays. Private traders 
must pay greater attention to 
presentation of goods in their 
shops. They must use more 
colour, and be prepared to make 
frequent changes of display if 
they wanied to attract women, 
who did most of the spending on 
household requirements. 


J. W. Joseph, of Saward Baker 
& Co., Ltd., told Barnes Cham- 
ber of Commerce, sales promo- 
tion was the fuel which drives 
merchandise from warehouse to 
consumer, and it consisted of 
three basic elements—advertising, 
merchandising, and selling. The 
retailer had a responsible part to 
play in all three, but especially 
in merchandising and selling. 

He stressed the necessity for 
paying as much, if not more, 
attention to internal shop displays 
a3 was given to window display. 
Self-service displays, he = said, 
were twice as valuable as the 
traditional set-piece variety. He 
urged his audience to co-operate 
with manufacturers in special 
promotion schemes. “If you 
take a showcard from a sales- 
man,” he emphasised, “use it as 
it ought to be used. Don't waste 
it—showcards cost a lot of 
money these days.” 


containing pinpoint carbonisation, 
Canada Dry is sold in over 50 
countries and Canada ry Ginger 
Ale and Soda Water are claimed 
to be the largest selling products 
of their type in the world. 

lain McCormick of D.D.WS., 
has just returned from New 
York where he was discussing 
agency promotion plans for the 
U.K. and Len Marshal! and Bill 
Brown of Canada Dry, New 
York, are arriving in London 
this week to approve the forth- 
coming campaign. 
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DOLLAR DRIVE 


A big campaign for the new 
2/st anniversary Hillman Minx 
broke yesterday (Wednesday). 

Large spaces have been booked 
in most of the national, daily, 
and Sunday newspapers, by the 
agents, Basil Butler Lid. There 
will also be heavy advertising in 
the motoring press and full 
colour pages in the illustrated 
weeklies. Blocks are also being 
made available for dealers for 
local press advertising. 

Another Minx version, the 
Californian Hardtop, is intended 
primarily for overseas markets, 

Introducing the new model, 
Sir William Rootes said British 
industry must use still greater 
imagination and enterprise to 
take advantage of the vast 
American markets. 


An advertising conference to launch Canada Dry on the U.K. market. 
Left to right: Lincoin McConnell (vice-president, Canada Dry Inter- 


national Inc.), 
Co., Ltd.), W. 


A. Mackenzie-Charrington (director, 
S. Brown (vice-president in charge 


Charrington & 
of advertising, 


Canada Dry Ginger Ale Inc.), J. van B. Dresser (Canada Dry Bermuda 
Ltd.), Leonard Marshall (J, W. Mathes, inc.), and lain MacCormick 
(Dolan Davis Whitcombe & Stewart). 


Sir Edward Herbert presenting the 
Clydella trophy to Peter Chivers, 


display manager of Cobleys, of 
Hove. 


Poster stamps to 
promote bus travel 


A series of 16 poster stamps in 
full colour, depicting scenes from 
many of the favourite tourin 
centres in the British Isles, and eac 
bearing a coach in the colours of 
a well-known operator, has been 
produced by Travel & Transport 
Ltd., publishers of Coaching Journal 
& Bus Review. 

Individual stamps will be used by 
the operators concerned to promote 
travel on their own services. The 
set was a supplement to the Febru- 
ary issue. 


‘Powerful 
trade press’ 


“We in our industry have a 
more powerful and interesting 
trade press than any other indus 
try | know of,” said Sir Edward 
Herbert, managing director of 
William Hollins & Co., Ltd., 
speaking last week at a luncheon 
at the Trocadero, London. 

The luncheon was given by 
William Hollins & Co. for pre- 
sentation of the trophies and 
cheques to winners in the Cly- 
della section of the Men's Wear 
“Back to School” window dis- 
play contest. 

The proper function of a trade 
journal, asserted Sir Edward, was 
to inspire leadership in its field. 
The trophies were evidence of his 
firm’s belief in the lasting value 
of a competition such as that 
organised by Men's Wear, the 
proprietors of which he thanked 
for their enterprise. 

Andrew Milne, director and 
general manager, speaking for 
Men's Wear, said it was wonder- 
ful how manufacturers and 
retailers could get together 
through the medium of a trade 
journal. He had found that 
retailers would always back up 
the journal. 
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News About People 


es = 


R.°H. S. Lyall joins 
Samson Clark 


R. H. S. Lyall, for the past five 
years assistant general manages 
of St. Clements Press, has been 
appointed senior executive of 
Samson Clark & Co., Ltd., financial 
advertising. Mr. Lyall’s connection 
with the city began in 1928 when 
he was associated with C. M. Baker 
& Glanvill, stockbrokers, and was 
resumed (after a protracted tour of 
India where he worked jn the jute 
and tea industries) in 1935 when he 
joined the merchant banking busi- 
ness of Dawnay Day & Co., Ltd., 
as manager of the fixed trust branch 
offices in Manchester and Birming- 
ham. In 1937 he joined the adver- 
tising (company meeting) staff of 
the Financial Times and after war 
service was transferred to St. 
Clements Press Ltd., printers of the 
Financial Times. \n 1947 he be- 
came manager of the city office of 
St. Clements Press and a year later 
was appointed assistant general 
manager of the head office. 


” * * 


K. H. Vere has been appointed 
sales) promotion and advertising 
manager of Frigidaire Division of 
General Motors Ltd. He joined 
the sales promotion department of 
Frigidaire in 1949 and early in 1952 
was appointed head of the depart- 
ment. For some time he has been 
the chief instructor at both the 
primary and advanced commercial 
sales schools which are a feature of 
the Frigidaire organisation, 


* * * 


John Graham has been appointed 
advertisement director of the North 
London Observer Series Ltd. Form- 
erly, he was an account executive 
with The Robert Freeman Co., 
which he joined on leaving the 
army in 1948 


* * * 


At the annual general meeting of 
the Farming and Poultry Advertise- 
ment Control Board, H. LL. M. 
Carter (Poultry World) was elected 
chairman for 1953. He succeeds 
L. T. Ellis (Poultry Farmer). G. 
Hillyar (Farmers’ Weekly) was 
elected vice-chairman, F. R. Broom- 
head (Poultry) being re-elected hon. 
secretary and treasurer, which 


offices he has held since 1944, 


A. G. (Archie) Swatton (le/t) receiv- 
ing a gold watch from Hugh T. 
Appleton, chairman of John Haddon 
& Co., Ltd., on Monday to mark 
his fifty vears’ service with the 
Personal, 


(See Mainly 
page 362.) 


agency. 


Jack Ewins, formerly advertising 
manager of John Edgington & Co., 
exhibition and display contractors, 
has joined the ideas department of 
Greenwood Advertising Ltd. as 
assistant account executive. 

* 


N. H. Gardner, managing director 
of Walter Hill's Poster Advertising 
Co., Ltd., has been invited to fill a 
vacancy on the council of the British 
Poster Advertising Association. Mr. 
Gardner is the president of the 
London Poster Advertising Associa- 
tion, and is on the council of the 
Advertising Association, He is 
chairman of Manchester Poster 
Services Ltd., and of Hill & 
Sherwin Lid. of Reading, and is a 
director of Sheffields Ltd. of Birm- 
ingham and Southampton Poster 
Services Ltd. 

* * + 

George T. Penney, previously 
with Spicers Ltd., has joined Pointe! 
Design Company as their paper and 
print expert, 


* * * 

James A. Blake, director of pub- 
licity, British-Continental Trade 
Press Ltd., has been admitted to 
St. Charles Hospital, London, W.10. 

* + * 


It.-Col. J. W. A. Stephenson 
has been appointed to the adver- 
tisement staff of Life magazine. 
Col. Stephenson, who was a regular 
soldier until 1946, joined Hulton 
Press in 1949 where he was associ- 
ated with the advertisement depart- 
ments of Leader magazine and 
Picture Post. 


* * 

Denis Embley has been appointed 
promotion manager of Time-Life 
International for the United King- 
dom and Europe. He will be respon- 
sible for the overall advertising and 
promotion activities of the company 
in these areas. 

* a * 

Peter Elmes has joined Max 
Ritson & Partners Ltd. as assistant 
space buyer. He was formerly with 
Gordon & Gotch (Advertising) Ltd. 

* * 


John H. Neil has been appointed 
press relations officer of the Timber 
Development Association. Aged 36, 
he has been press officer to the 
Iron & Steel Corporation since July 
1951, and is a newspaperman of 
wide experience, 

* * od 

David K. C. Dickens has joined 
Newman Neame Ltd. as their pro- 
duction manager, responsible for 
their normal beat production, as 
well as thejr industrial and special 
purpose publications. As London 
representative for Butler & Tanner, 
he was well known to publishers. 

* * 

Geoffrey Barr, permanent director 
and secretary of Curtis Advertising 
Lid., has been elected chairman and 
managing director of the company, 
in place of the late David Cameron- 
Forrester. Mr. Barr joined Curtis 
Advertising Ltd., in 1925. He be- 
came secretary of the company in 
1933 and a permanent director in 
1937 on the death of his father. 

* * 

F. Dacre Lacey, has joined 
Reginald Harris Publications as 
senior advertisement representative 
He was previously with Future 
magazine. 


R. H.S. Lyall 


John Graham 


K.H. Vere 


OBITUARY 


Phoebe Goodwin 


The death occurred on Saturday 
in her 8Sth year, of Mrs. Phoche 
Goodwin, former chairman of Gee 
& Watson Lid. Mrs. Goodwin had 
been in a nursing home for some 
time and diced peacefully in her 
sleep. 

She took over the management of 
Gee & Watson Ltd. in 1916 and 
was active in the affairs of that 
company up till 1939. Even after 
that date she continued to attend 
daily at the offices of the company 
until the middle of her &4th year. 

Mrs. Goodwin was well-known 
and respected in block-making and 
advertising circles. She attended 
regularly the meetings of the 
Publicity Club and will be well 
remembered by her contemporaries 
and by Fleet Strect generally. 

From a small block-making firm 
Mrs. Goodwin had the satisfaction 
of secing her family business grow 
into one of the largest and most 
comprehensive firms in the trade. 
She leaves five children, three of 
whom continue as_ directors to 
carry on the affairs of the company. 


S. P. Dormer 


Stewart Percy Dormer, managing 
director of Bovril Ltd., died sud- 
denly last Thursday, aged 51. Mr. 
Dormer, who had recently completed 
30 years’ service with Bovril Ltd.. 
of which company he was elected 
a director in 1941 and managing 
director in 1946, took a keen interest 
in the company's advertising activi- 
tices. He was a director of a num- 
ber of other companies including the 
Argentine Fstates of Bovril Ltd. 
Bovril (Eire) Ltd., Estates Control 
Ltd., Forsters Glass Co., Ltd... 
Marmite Food Extract Co., Ltd., 
and Wallis Tin Stamping Co., Ltd 

He leaves a widow and two 
daughters. A memorial service will 
be held to-morrow (Friday) at St. 
Luke’s Church, Old Street, E.C.1, 
at 12 noon. 


L. H. Willett 


Lewis Howard Willett, for 17 
years circulation manager, Daily 
Telegraph, died suddenly last 
Thursday at the Oriental Club 
where he had been staying since his 
wife’s death in July of last year. 
He was 61 

Mr. Willett retired from the Daily 
Telegraph in December 1947. Before 
joining the paper he was with 
Amalgamated Press for 18 years, 
finally as export manager. 

He served in the Black Watch 
during the 1914-1918 war, gaining 
the rank of major, and was awarded 
an O.B.F. in 1917. 

He is survived by a son, also in 
the Black Watch, and now on his 


way to Korea 


C. H. Bullen 


Cecil Hugh Bullen, chairman and 
managing director of Cecil H. 
Bullen Advertising Ltd., of Liver- 
pool, whose death was reported 
briefly in our last issue, founded 
the firm in 1938. Previously he was 
a pastner of Lee & Nightingale 
Lid. 

A founder-member of Liverpool 
branch of the Incorporated Sales 
Managers’ Association, he was a 
former secretary and past chairman 
of the organisation. In addition ke 
helped as founder-secretary, to 
revive the Liverpool and _ District 
Publicity Association in the post- 
war period and was a vice-president. 

During the first world war he 
served in the Royal Flying Corps 
and was awarded the Croix de 
Guerre, He is survived by a widow 
and a daughter who are co- 
directors of the firm. 

“With his passing,” (writes a 
colleague), “advertising has lost 
one of her great sons. He was a 
magnetic and lovable personality. 
He was enthusiastic in everything 
he undertook—the word ‘failure’ 
wasn't in his dictionary. He was 
invariably cheerful and always 
tolerant—qualities which endeared 
him to all who knew him. His 
tastes were simple—love of the 
countryside and animals pre- 
dominating, some of his happiest 
memories being associated with 
farm life. His hobbies were out- 
door ones -motoring and golf.” 


Mrs. Andrew Milne 


Mrs. Anna Edwards Milne, wife 
of Andrew Milne (director and 
general manager, The Drapers’ 
Record and Men's Wear), dicd last 
Friday after a short illness. 

Mrs. Milne was very well known 
in advertising circles. She rendered 
considerable help to her husband 
in his work for advertising, particu- 
larly when he was hon. secretary 
of the Publicity Club of London in 
1914. There is one daughter. 

The funeral, at Golders Green 
Crematorium to-day (Thursday), 
will be strictly private. No flowers. 


A. B. Evans 


The death occurred last week at 
his home in Leeds, of Arthur 
Borroughes Evans, aged 78, who 
until his retirement six years ago 
was a director of R. W. Crabtree & 
Sons Ltd.. Leeds. He was known 
as the “father” of the offset print- 
ing machine. He took out the first 
patent in this country for a machine 
of this type when he was with the 
Leeds firm of George Mann & Co,. 
Lid. He was managing director of 
George Mann & Co., Ltd., for many 
years, and joined the firm of R. W. 
Crabtree & Sons Ltd. in 1920. 
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reads the Sunday Pictorial every week 


Tlie Sunday Pictorial, with an average net sale inch per thousand rate Rat decreased much 
of 5,128,887, goes into every third homein Great less than that of any other Sunday national 
Britain. It is read by every adult member of —hewspaper. , 

the family during Sunday's hours of leisure. It 

is read at breakfast, during the morning, after — 

lunch and in the evening. Advertisements are — 

seen again and again on the best advertising 


day of the week. SUNDAY 


In an age of rising prices the Sunday 


Pictish ene See eee eee PICTORIAL 


cerned too. Compared with 1939 its square — 
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British talent shines in poster contest 


JUDGES FIND 
PROFESSIONAL 
STANDARD HIGH 


British poster artists, both 
professional and amatear, led 
easily in the International 
Poster Design Competition held 
under the auspices of the 
British and London Poster 
Advertising Associations. 

The first two prizes in the pro- 
fessional section, and the first 
three in the amateur, stay in this 
country. In the former category, 
P. A. W. Nunan, a general artist 
and visualiser with Richard 
thomas & Baldwins Lid, won 
the first prize of £200. 

Joint winners of the first prize 
in the amateur section are G. 
Gapp and Miss Corn, both from 
the S.W.7 district of London. 
Ihey each receive £75. They and 
the winner of the third prize all 
studied at the Borough Polytech- 
nic, Elephant and Castle, under 
the same commercial art instruc- 
tor, 1. Eckersley, the well-known 
designer and Fellow of the 
Society of Industrial Artists. 

More than 1,500 entries were 
received, coming from as far 
afield as New York, Jerusalem, 
Jugoslavia, India, Israel, and 
Brazil. Entries were fairly evenly 
divided between amateurs and 
professionals. 


Strong competition 
A distinguished panel of judges 


comments: “The fact that five out 
of six of the top prizes have been 


won by artists living in this coun- ~ 


try is very creditable in view of 
the very strong competition. .. . 
Ihe standard, particularly in the 
professional section, was very 
high, and it was very difficult for 
the judges to decide, from the 
top fifty designs, which should in 
fact be awarded prizes... . Mr. 
Eckersley is to be commended on 
his present remarkable achieve- 
ment.” 

First, second and third prize- 
winners are to be invited to 
attend a luncheon at the May 
Fair Hotel on March 2, when the 
prizes will be presented by Henry 
Rushbury, Keeper of the Royal 
Academy Schools. As the top 
200 designs will be on display, it 
is considered that this will pro- 
vide an opportunity for art direc- 
tors and advertising managers to 
find new talent in the poster de- 
signing field. 

The panel comprised, C. B. 
Wrey, chairman, Incorporated 
Society of British Advertisers; 
F. . K. Henrion, designer; 
Ashley Havinden, W. S. Craw- 
ford Ltd.; Ernest H. Ford, Town 
Planning Institute; Ronald 
Browne, T. B. Browne Ltd.; and 
A. E. Aylward, president, British 
Poster Advertising Association 
(who substituted for George Mills, 
chairman, Outdoor Advertising 
Industry Advisory Committee, in- 
capacitated by illness). 
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PARADE OF THE WINNING DESIGNS 


Professional Ist prize 


Amateur joint Ist prize 


The prize winners are:— 

Professionals; 1, P. A. W. 
Nunan (London); 2, P. D. Rees 
(London); 3, J. Melin (Sweden). 
Consolation prizes, Miss R. 
Schulthess (Switzerland), G. 
Schmid (Austria), R. E. Meylan 
(New Malden), J. H. Bisby 
(Barnsley), J. Bainbridge (Lon- 
don), Miss B. Rudolf (Switzer- 
land), B. Willumsen (France), L. 
Schell (Belgium), D. B. Urquhart 
Jnr. (Edinburgh), H. Walker 
(Bishops Stortford). 

Amateur: 1, G. Gapp (London) 
and Miss Corn (London); 3, Miss 
D. Hulme (London). Consolation 
prizes, K. P. Byfield (Watford), 
A. Rudowski (London), A. Par- 
nell (London), B. Janiszewsk 
(London), ‘. S. Fromant 
(France), J. Jones (Bedlington), 
H Modelska (London), Mrs. B 
Rowe (Bromley, Kent), J. McKin- 
ley (Co. Durham), P. J. Leijenaar 
(Holland). 

Prizes totalled £750. 


Joint Ist prize 


©) \ | 
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1M A/ POSTER 


THANKS TO THE COLOUR 
927. 


3rd_ prize 


3rd_ prize 


Recommendations on outdoor ads. 


Observations on outdoor adver- 
tising by a working party of 
officers of the London County 
Council and of the Metropolitan 
Boroughs Standing Joint Com- 
mittee are now being considered 
by the local authorities con- 
cerned. 

Their report states:— 

Special control areas: “Experi- 
ence scems to indicate that the 
position in areas requiring special 
consideration is, or can usually 
ce, covered by the general powers 
of control contained jn the regu- 
lations. At present, consideration 
need not be given to the estab- 
lishment of areas of special con- 
trol but this matter will be kept 
under review The London 
County Council town planning 
committee have decided to ad- 
journ consideration for a further 
period of twelve months from 
last October.” 


Challenge procedure: “No un- 
due difficulties have been re- 
ported. The working party pro- 
pose to keep this matter under 
review. Because of staff short- 
ages, some councils cannot attack 
the problem as vigorously as they 
would like.” 

Fly posting: “Attention is 
drawn to the fact that sometimes 
the local authorities themselves 
are offenders under this heading.” 

Electric Signs: “We are not 
fully satisfied as to the best 
method of control. We are there- 
fore giving further consideration 
to this and will report later.” 


Bristol posters 


The city development department 
of Bristol Corporation, under H. V. 
Hindle, development officer, has 
issued 3,000 full colour posters for 
display on railway stations through- 
out the country, 
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HERE’S ONE CONTINENTAL* IDEA FOR 


' LAVACHE uiRiT 


CURVED THREE DIMENSIONAL CUT-OUTS 

The showcards are cut from a single sheet of card, to produce a three dimensional 
curved design. When erected by one simple action, the curves give structural 
strength and prevent warping by moisture or heat. 

TO CUT COST OF PRODUCTION 

Most displays absorb the greater part of their cost in heavy board, mounting 
and strutting. In these ingenious units you are investing in display area. By 
printing directly on to the board and cutting to shape from one flat sheet 
production costs are greatly reduced. 

VARIETY OF DESIGNS 

There are an unlimited number of variations of these Alcover curved showcards. 
They can be produced to hold actual products, to be large or small. 


We should be most pleased to discuss with you the development of designs 
and ideas. 


Patented abroad. British patent applied for Nos. 27663-27664 


% To offer an enlarged service for 
creative sales promotion, the Astral 
Arts Group Limited have associated 
with CREATIONS ALCOVER of 
Brussels and Paris, the international 
organisation famous for its out- 
standing — and production, of 
posters, displays and point of sale 
material. 

For further information about these 
amazing curved three dimensional 
cutouts and the famous creative 
designers and artists of Creations 
Alcover, now represented by Astral, 
and the application of this out- 
standing achievement in sales pro- 
motion to your requirements, con- 
tact Group Director W. Warner, 


ASTRAL ARTS 
GROUP LTD. 


171 NEW BOND STREET - LONDON: WI 
GROSVENOR 87/1! (TEN LINES) 
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This poster, part of the National 
Savings Coronation publicity drive, 
will replace the current “Celebrate 
Coronation year with more National 
Savings” poster on April 1. It is 
printed in full colour and will be 
used for the whole of the Corona- 
tion period. Rumble, Crowther & 
Nicholas Lid. are the agents. 


Commission and 
the salesman 


A large and lively audience at 
the monthly meeting of the 
Bristol branch of the Incorpor- 
ated Sales Managers’ Association, 
heard Norman Dewey, sales 
manager, Allen & Hanburys Ltd., 
give what he called “a down to 
earth” talk on selling. 

“While selling has a wide and 
embracing meaning, it must be 
realised that the need for selling 
is the need for survival, the first 
need of any human being,” he 
said, 

There were many who would 
not accept the fact that selling 
was a science, and he held the 
strong view that salesmen were 
not just born to the job. Their's 
was an art which required proper 
and calculated training. 

Every act and item used in an 
advertisement or sale must be 
closely examined for its sales pro- 
motional value. The greatest re- 
quirement in a salesman was the 
ability to get on with others. 

During discussion, Mr. Dewey 
briefly outlined a training policy 
for salesmen, and denounced 
commission payment to represen- 
tatives, which, he said, could too 
easily lead to overselling. 
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World’s largest collection 
of type faces 


Ideas arising from conferences 
over a period of three weeks with 
representatives of advertising 
agencies have been incorporated 
in C. & E. Layton’s new type- 
master trolley, the first of which 
will be distributed towards the 
end of this month. 


A prototype model was ex- 
hibited at the Brighton Advertis- 
ing Conference last May. 

It contains the largest collec- 
tion of type faces in the world. 

The new cabinet, which re- 
places the current Layton speci- 
mens first issued 14 years ago, 
has over 450 sheets with 2,500 
alphabets and covers more than 
200 different type faces. It is 
produced in two forms, a master 
cabinet containing the full range 
of faces, mainly for reference 
purposes, and a smaller version 
intended for day-to-day desk use 
containing only the most fre- 
quently used faces. 

Ihe master cabinet sheets are 
contained in a steel box mounted 
on a trolley. The working cabi- 
net is of a similar size to the 
old cabinet and contains a selec- 
tion of over 150 reference sheets, 
complete with synopsis and tint 
book. The new cabinets, like 
their predecessors, will be kept 
up to date by the issue of new 
reference sheets and typo- 
graphical data from time to time. 

Cecil Meyer, the designer, said 
the typographer and layout man 
had gained corresponding promi- 
nence as the people responsible 
for the visual appearance of ad- 
vertisements, sales literature and 
brochures. They had created a 
demand for reputable type face 
references specially designed for 
use in the advertising profession. 

Mrs. Beatrice Warde, publicity 
manager of the Monotype Cor- 
poration, in a vote of thanks to 
Layton’s, commented on the fact 
that permission had been given 
for their press conference to be 
held at the St. Bride Foundation 
Institute. That went to show, 
she said, that this was not just a 
commercial venture but some- 
thing which would be of great 
benefit to printing, something that 
the printing industry as a whole 
shoulde have done 20 years 
before 


Film technique for house organs 


Industrial editors to-day were 
the heirs and successors of Lord 
Northcliffe, Brian Hilton, of 
ADVERTISER’S WEEKLY, told Lon- 
don and Home Counties region 
of the British Association of 
Industrial Editors. “House organs 
needed a new type of journalism,” 
he said. 

“Northcliffe had to find a 
formula that would appeal to 
people who, with the spread of 
education, wanted to read. You 
have got to find a way of appeal- 
ing to people who have a surplus 


of reading matter—you must 
shape your journals for a rather 
cynical, spoilt and jaded lot of 
readers,” he said. 

He advised the — industrial 
editors to study the technique of 
the modern documentary film 
when preparing their main feat- 
ures, The process, he said, was 
to select the salient points in any 
case desired to be put over. 
marshall the auxiliary facts and 
weave the whole into a_ true 
account or story in terms of 
human beings. 


| - ey ; o 2 

Direct mail cup 

c 7 
competitions 

Closing date for the British 
Direct Mail Advertising Associa- 
tion annual cup awards is Febru 
ary 28. The awards comprise: 

Chadwick Cup, for the best 
planned direct mail campaign sub- 
mitted consisting of no fewer 
than three shots. (Holders: 
Norman Kark Publications.) 

Samuel Jones and Howard 
Smith Cup, for the best single 
direct mail letter submitted. 
(Holders: B.E.A. with two con- 
secutive wins.) 

Kirkland Bridge Silver Tankard, 
for the most original direct mail 
letter submitted. (Holders: B.B.C. 
Publications.) 

Block and Anderson Cup, for 
the best house journal submitted. 
(Holders: F, Perkins Ltd.) 

The specimens submitted must 
have been sent out during 1952 
and may be entered by the user, 
producer or agency concerned 
who may be non-members. 
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HOW ‘SHELL’ 
AD. STARTED 


It was an anonymous member 
of the public who was responsible 
for the idea of a two headed 
figure which has played an im- 
portant part in Shell advertising 
for over 20 years. 

John Reynolds, son of the then 
art editor of Punch, was asked to 
do a drawing of a navvy holding 
his shovel and looking to his 
right at an imaginary car which 
had flashed past. This was pub- 
lished ,with the words “That's 
Shell—that is!” 

A few days later a member of 
the public walked in to the Shell 
office with a copy of the 
Reynold’s drawing made on a 
piece of newspaper. By folding 
the paper down the centre he had 
traced the single head on the 
navvy's left, thus giving him two. 
And he had changed the slogan to 
“That’s Shell—that was!” The 
idea Was approved and used. 

This is related in Shell Maga- 
zine by G. V. Nye, publicity 
manager of Shell-Mex and B.P. 
Ltd.. writing on the history of 
Shell advertising. 


Latest equipment installed in 
‘Irish Times’ new premises 


Now open, the new premises 
of the “Irish Times” in Dublin 
represent a triumph over difli- 
culties and bad luck. 

The reconstruction was planned 
as early as 1936 but, owing to the 
war, did not start till December 
1947. Lack of space; the necessity 
to continue production during 
building; and a disastrous fire that 
destroyed two Hoe presses, the 
foundry, the engraving, dispatch, 
and editorial departments, and 
the battery of linos—these were 
some of the hurdles that had to 
be surmounted. Fortunately 
generous help was given by the 
Paper's contemporaries, the 
Evening Mail, Irish Press, and 
lrish Independent. 

More or less triangular in 
shape, the premises have three 
main frontages, to Fleet Street, 
Westmoreland Street, and D’Olier 
Street, The equipment is the most 
up-to-date obtainable. The presses 
consist of four Hoe-Crabtree 
four-page wide superspeed units 
and two double — superspeed 
folders. The papers are carried 
by Igranic conveyors to the 
dispatch department which con- 
tains a large loading bay to take 
six vans. Alongside the dispatch 
department is the kitchen and 
canteen and above this floor is the 
works department which houses 
a battery of 24 linos and inter- 
tvpes and the case room with two 
Ludlow machines and one Elrod. 

The entire works is laid out to 
keep walking to a minimum, The 
overseer’s desk is raised in the 
centre of this room and is fitted 
with a loud speaker equipment to 


The new premises. 


the linos, case, stone and readers. 

Above this floor is the editorial 
department, serviced by a _pas- 
senger lift and including the 
library and filing department, and 
the telegraph room adjoining the 
sub-editors. On the next floor 
is the photographic department 
and new engraving department. 

In the D‘Olier Street basement 
beside the press understructure 
and reel stands is the jobbing 
department, mechanics’ work 
shops and flat paper store. Above 
the press room is the accounts 
department with mechanised 
book-keeping methods; over this 
are the Times Pictorial and Irish 
Field offices; and on the top floor 
the bound files and back copies 
are housed. 
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Wise facts hited the figures 


FROM THE FLOOR 


One criticism of the otherwise 
admirable arrangements for the 
Brighton Conference last year 
was that too little opportunity 
was given for rank and file 
participation. The organisers of 
the Eastbourne Conference 
should bear this point in mind. 

Not always, of course, are 
speeches from the floor of any 
value. There are always the 
cranks, the impracticable 
theorists, the folk with axes to 


grind. 
Audience participation should 
nevertheless be encouraged. 


Only by seeking and heeding 
the views of the rank and file 
can the leaders of organised 
advertising assess public 
opinion within the business. 
That they are receptive to such 
opinion is shown by the enthu- 
siastic support they have given 
to the Opinion Poll Competi- 
tion organised by “Advertiser's 
Weekly.” 

Moreover, many Conference dele- 
gates like to talk. They do 
not want to listen all the time, 
however good the platform 
speakers may be. 

More time for discussion should 
be one policy for this year's 
Conference. 


TESTIMONIALS 


One sometimes hears doubts 
voiced about the value of testi- 
monials in advertising, especi- 
ally when the products adver- 
tised are commended by stars 
of stage, screen or sport. 

The doubters will find support 
for their view in results of a 
recent field survey in Boston, 
U.S.A. Only 29 per cent of 
men and 36 per cent of women 
expressed belief in “endorsed” 
advertisements. The men 
singled out as insincere all en- 
dorsements by baseball players 
and both men and women were 
critical of testimonials by 
motion picture stars. 

This may, or may not, reflect a 
general reaction. If it does, 
does it follow that advertisers 
should abandon “testimonials”? 
By no means. 

People like to see pictures of 
their favourite stars. They will 
read, even if they do not al- 
ways take as gospel, what these 
stars say. The “testimonials” 
attract attention to the adver- 
tisements and impress the 
name of the product on the 
reader's memory. 

This, surely, is their real purpose 
and justification. 


MPVHE Audit Bureau of Circu- 

lations is the least obtru- 
sive of any of the organised 
bodies in advertising. 

Looked at in one way this is 
only proper as it is concerned 
mainly with the issue and proper 
use of professionally audited cir- 
culation figures. On the other 
hand the unobtrusiveness means 
that the work done by the Bureau 
is not always appreciated, parti- 


cularly by younger advertising 


people 

The A.B.C. was founded in 
1931, largely as a result of the 
efforts of the Incorporated 
Society of British Advertisers, to 
secure by standard and uniform 
methods of audit the accurate net 
sales figures of all media of 
pe ri odical 
issue that 
sell advertis- 
ing space 
and to im- 
press on 
publishers 
the desir- 
ability of 
their adopt- 
ing a stand- 
ard formula 
for calcula- 

ting and 
a regularly 

publishing 

their net 
daily, weekly, monthly, quarterly, 
or even annual sales. 

The constitution of the A.B.C., 
a non-profit making company, 
provides for advertiser, advertis- 
ing agent and publisher members 
and the Council consists half of 
publishers and half of advertisers 
and advertising agents. 

The present membership of the 
Bureau is 220 advertisers, 148 ad- 
vertising agents and 477 pub- 
lishers, (It is interesting to note 
in passing that the membership 
of the American A.BC. now 
totals 3,416 advertisers, agencits 
and publishers in the United 
States and Canada.) 

Ihe present publisher mem- 
bers include 11 out of 12 national 
morning newspapers; the three 
London evening newspapers, 
seven out of 10 national Sunday 
newspapers; 13 morning, 45 even- 
ing and two Sunday newspapers 
in the provinces; 267 newspapers 
or groups of newspapers; 77 
periodicals and 52 technical 
journals 


The aggregate average net sales 
certified by the Bureau now 
exceeds 81> millions each half 
vear. 

The procedure in issuing the 
\.BC. certificates is very simple. 
Twice a year the Bureau issues 
to publisher members audit forms 


isement in.- 


Hous ek 


@® Extensive 


which prescribe the method of 
computing sales during the period 
under review. The figures on the 
audit form are certified by the 
publishers’ own accountants 
These certified figures are re- 
viewed by the Bureau and after 


GUEST COLUMN 
by 
E. A. LEVER 


sales director, Ultra Electric Ltd., 
chairman, Audit Bureau of Circu- 
lations. 


such investigation as may be 
thought necessary (a rare but 
occasional occurrence) the pub- 
lisher in question is issued with 
an A.B. certificate 

The use of A.B.C. certificates 
is carefully watched and quite 
frequently action has to be taken 
to prevent their misuse. During 
the past 20 years several pub- 
lishers have been expelled from 
the Bureau for failing to comply 
with the requirements which are 
necessary to safeguard the integ 
rity of the A.B.C. certificate. As 
a result of these precautions the 
A.B.C. certificates have the ful! 
confidence of advertisers and 
their agents who regard the 
Bureau as essential for the intel- 
ligent selection of advertising 
media 

As will be seen from the figures 
quoted above, 368 advertisers and 
agencies are already members 


They subscribe in order to sup- 
port and promote the principles 
for which the Bureau stands and 
in order to receive the certified 
figures which it jssues only to 
members. These figures appear 
in two. half-yearly handbooks 
published approximately eight 
weeks after the end of the period 
to which the audited figures refer 
but it is now also the practice of 
the Bureau to issue advance 
figures from such certificates as 
are available in four weeks 

It is surprising that there are 
one or two important gaps in the 
publisher membership and that 
more national advertisers are 
not members. Many of the latter 
of course will say that they 
obtain the figures through their 
agents who are members. This 
1S quite true, but it is a short 
view. 

I have always thought pos- 
sibly naively—that if every adver- 
tiser spending, say, over £25,000 
a year in the press were a mem- 
ber and was determined to use 
the A.B.C. yardstick for consider- 
ing circulations of the media in 
which he would advertise, all pub- 
lishers would quickly join. 

Such a thought may indeed be 
impractical but the fact does re- 
main that to be really effective 
the Bureau must be comprehen- 
sive, An A.B.C. certificate now 
has a real value to a publisher 
and to the advertiser who is con- 
templating the purchase of space. 


@ A well-known London agency 
is planning either to open a 
branch office or to establish a 
subsidiary company in Dublin 
to handle accounts in the 
Republic of Ireland. 

© The National Chamber of 
Trade is to revive a cam- 
paign to secure a reduction 
in inland letter and commer- 
cial printed paper postage 
rates. Ihe  Postmaster- 
General will be told that 
this could be made possible 
by the introduction’ of 
effective economies and 
more businesslike post office 
administration. 


@ Dunhill cigarettes are to be 


distributed nationally as soon 
as possible this year. 

campaigns are 
now being prepared to re- 
introduce branded margar- 


ine, probably in the early 
summer. New brands are 
expected. 


® Butter rationing is expected to 


end shortly after the freeing of 
margarine. And publicity will 
include avveals to the shorter 
pocket in competition with the 
improved, cheaper margarine. 


@ An investigation is to be 


carried out in America into 
the advertising claims made 
for chlorophyll. 


@ Advertising agents are renew- 


ing their efforts to secure an 
increase in commission from 
outdoor advertising con- 
tractors. 


@ International promotion 


scheme is being planned for 
rayon and other man-made 
fibres. 
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A plan for joint control 


Much closer liaison between the Advertising Association and the I.1.P.A. is needed to 


establish a stronger organisational basis. 


Here is outlined a plan for a joint education 


department, a combined examination system, and a director of education for advertising. 


By 


LL but the diehards must 

admit that if the develop- 

ment of education for ad- 
vertising is to keep pace with 
the evolution of advertising 
itself it must have a stronger 
organisational basis. 

Such a basis can only be pro 
vided through a much closer 
liaison in educational matters 
hetween the Advertising Associa- 
tion and the Institute of Incor- 
porated Practitioners. 

There are, as has been ex 
plained, reasons for the duality 
of the present educational set-up 
These spring quite rationally 
from the differences in) purpose 
of the two organisations 

The agents rightly consider 
that their calling requires special 
qualifications not wholly pro 
vided for by the Advertising 
Association syllabus. They will, 
therefore, not lightly surrender 
their independence in the field of 
education Yet the advertising 
business is neither big enough 
nor sufficiently diverse, to war 
rant two parallel organisations 
doing very much the same job, 
and neither doing this job as well 
as it could be done by both of 
them in concert. If advertising 
education to-day is static rather 
than dynamic, the cause must be 
found in this organisational dis 
unity 

The solution must be one that 
preserves whatever js good and 
necessary in the present dual 
system, while achieving — the 
utmost benefit from pooling of 
resources and interlocking of the 
respective exXamination — proce 
dures. 


* * * 


HAT happens now? Each 

body has its education com 
mittee and education — officer. 
There is duplication of organisa- 
tion as well as of examinations. 
It is probable that neither body 
has the money or staff to do more 
than maintain the status quo 

There is, therefore, much to be 
said for merging the education 
departments of the two bodies, 
under joint policy control, with a 
full time executive officer who 
would be, in effect, director of 
education for advertising. 

This officer, whose status and 
salary would have to be such as 
to attract a top level man, would 
in himself provide an element of 
stability and permanence. His 
relations to the governing body 


would be comparable to that be- 
tween a county director of educa- 
tion and a county education com- 
He would play his part 
in formulating, as well as imple- 
menting, policy. 

The cost of such a joint depart- 
ment, adequately staffed, should 


than, the present cost of the two 
separate departments. 
No such organisational merger 


separate syllabuses and examina- 


here we come to difficult country. 
Yet there is so much in common 


Purpose of this series of four 
articles is to survey and construc- 
tively criticise methods of adver- 
tising education. 
cussed some of the problems, the 
second described the examination 


Association and the Institute. 


week, will suggest the establish- 
ment of a “College of Advertis- 


advanced training for posts of 
executive responsibility. 


would satisfy the requirements of 
both parties, should not be im- 


In the preliminary stage, the 
standard of education required is 
more or less identical, but there 
is an important difference in the 


must have had before taking the 
intermediate examina- 
The Advertising Associa- 


candidate lacks specified educa- 
onal qualifications; the LILP.A. 


A compromise to enable 
all candidates to take a common 
intermediate would clearly require 
some sacrifice of principle from 
one side or the other. 

The Intermediate examinations 


general Knowledge of advertising 
techniques and principles. 
subjects taken are the same. One 
examination, probably based on 
the present Advertising Associa- 
tion syllabus, which is the more 
comprehensive, 


So far, so good 


the Editor of “Advertiser's Weekly” 


come to the finals, or a substitute 
tor them, that fundamental diver- 
gencies appear—divergencies that 
must be respected. The Adver- 
tising Association finals are an 
advanced general examination; 
those of the Institute, an ad- 
vanced eXamination in agency 
practice. The LILP.A. rightly 
insists that those on whom it 
confers its Associateship should 
have proved their theoretical pro- 
ficiency in this field, and that 
their theoretical knowledge 
should be supported by a mini- 
mum of practical agency experi- 
ence. Here, then, is the parting 
of the ways. It is a parting that 
springs logically from the needs 
of advertising and of the examin- 
ation candidates 

Though a common Final, with 
optional papers in special sub- 
jects, in which honours could be 
awarded, might appear logical, 
and has much to commend it, it 
is improbable that such an exam- 
ination would be accepted by the 
Institute as a qualification for 
Associateship 

A realistic plan should there- 
fore provide for at least two 
examinations, to take the place 
of the present Advertising Asso- 
ciation and Institute Finals. There 
could, and probably should, be 
more than two, though each 
should be an extension into more 
advanced fields of a common 
“intermediate.” One could liken 
the scheme thus visualised to a 
tree with a trunk and several 
branches. However the syllabus 
may vary for the final stages, it 
should remain an integral part of 
the one system (the tree trunk), 
with the one controlling and 
examining body 


* * * 


ET us see how the pattern 
would work out. There 
would be, as at present, two 
Stages 
The first would be the joint 
intermediate examination The 
standard would probably have to 
be higher than the present stan- 
dard of either, for it would be- 
come for advertising what 
matriculation is to the national 
education system——a hallmark of 
a sound all-round advertising 
education. It would also have to 
have a new name. Successful 
candidates might perhaps be 
awarded a diploma that could be 
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known as the General Certificate 
in Advertising. 

The second stage would be 
equivalent to the present finals, 
but with varying syllabuses and 
cXaminations to meet special 
requirements. The diplomas 
awarded would be the “Univer- 
sity degrees” of advertising 
There could be, for example, a 
diploma in agency practice. For 
this, an Institute panel, working 
in collaboration with the joint 
education committee, could frame 
its own syllabus and make its 
own conditions, thus safeguarding 
the agency position, Candidates 
could still be required to have 
been engaged for so many years 
in recogmised agencies. Success- 
ful ones could still be eligible for 
Associate Membership of the 
Institute 


There could be other diplomas 
in special subjects. One that sug- 
gests itself is a diploma in 
market research, the syllabus for 
which the Market Research 
Society is well qualified to 
prepare. 

As a substitute for the present 
Advertising Association diploma, 
there could be an advanced quali- 
fication in general advertising 
knowledge, which could be 
awarded either after a separate 
eXamination, or to candidates 
with very high marking in the 
General Certificate examination 

There appears no reason why 
advanced diplomas should not 
also be granted for proficiency in 
such fields as typography, media 
planning, advertising law and 
other specialised subjects. But 
possession of the General Certifi- 
cate should be a condition of 
entry for any of the specialised 
diploma examinations. 


* * * 


NHE advantages of such a 
streamlined, rational system, 
both to the organisations con- 
cerned, to students, and to the 
advertising business generally, 
should be manifold. The plan 
outlined is realistic, in that it 
recognises both the diversity and 
the unity of advertising. 

It would establish a repre- 
sentative basic organisation, 
strong enough to ensure effici- 
ency and to promote develop- 
ment. 

It would provide a variety of 
incentives for the — student, 
whether he aspired to special- 
isation or to be a first-rate all- 
rounder—and advertising needs 
both types. 

It would facilitate a healthy 
interchange, at the earlier 
stages of advertising careers, 
between the various sections of 
the business, for students 
would not have to decide until 
they had = obtained _ their 
General Certificates whether 
they wished to be agents, or 
advertising managers, or to 
specialise jin some other field. 
Also, the new joint committee 

and its “director of education” 
could review present facilities 
for tuition, which by common 
consent require some degree of 
improvement and extension. 
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ADVERTISER’S WEEKLY 
THE FRUJADE CAMPAIGN—9 


C. B. BAGG 


Associate Director, Rumble, Crowther & Nicholas Ltd. 


Estimates quantities 


and costings 


AS usual at this stage of a 
campaign there are a lot of 
loose ends to tie up. All the 
ideas have been produced and 
now we have to get them into 
plates for the papers and 
posters and window bills for 
the hoardings and shops. 

Ihe easiest job is the press, so 
let ais finish that off first. 

The reproduction problems that 
might have arisen with the 
Frujade layouts have all been 
dealt with as they should be 
by forethought before we reached 
the mechanical production stage. 
For the first advertisement it 
therefore only remains to pro- 
vide a setting. The artwork used 


Next article in the Frujade 
series, which demonstrates the 
planning of a campaign for a new 
fruit drink in tablet form, will be 
by E. Ward Burton, of T. B. 
Waddicor & Partners Ltd., who 
will deal with the advertising 
films envisaged in the brief to 
the A.W. Advertising Agency. 


will provide blocks that will print 
well wherever they are used, The 
8 in. dc. and 4 in. dc. advertise- 
ments have been sufficiently dis- 
cussed to make their production 
a routine matter. 

Now let us make a list of the 
remaining jobs: 

1. 16 sheet poster. 

2. Double Crown bus fronts. 

3. Window bills. 

4. Showcards, 

5. Representatives’ portfolios. 


16 Sheet poster 

We have 1,000 sites in the prin- 
cipal towns, which will give a 
coverage in seven or eight of the 
larger cities and towns; not as 
much as could be desired, but it 
will at least give an opportunity 
to get colour into Frujade selling, 
obviously very desirable. 

For these 1,000 sites for six 
months we can reckon On a re- 
placement rate of 34 so we shall 
want 3,500 copies of the poster 
which has at last been evolved 
(more or less) from the troubied 
minds of our creative chief and 
his poster artists. 

A good colourful job to do 
justice to the natural colour fruits 
will require 10 colours and 38 


plates. It has been agreed to have 
a white margin all round. Remem- 
bering to have the bills collated 
and folded the estimate will read 
like this: 
3,500 16-sheet posters drawn 
and lithographed in 10 colours 
from 38 plates on M.G. poster 
paper 61 in. x 41 in. 167 |b. Cut, 
folded and collated.—-£1,220. 


Bus fronts 

There are 500 double fronts on 
L.T.E. buses booked for six 
months, It is necessary that the 
design for these should be as 
simple as possible and both 
spaces treated as a pair. The same 
design theme as the poster will 
be followed but the three fruits 
will be reduced to two-—an orange 
on one bill and a lemon on the 
opposite one. These wil] be 
printed by photo-litho and cut 
to bleed. A rather higher replace- 
ment level may be required for 
these so 2,000 of each design will 
be required, 
Estimated cost— 


2,000 each of two designs size 
30 in. x 20 in. Printed by 
photo-lithography in 8 colours 
on M.G. poster paper S/O 
60 in, x 40 in. 160 Ib. Cut to 
bleed and including colour 
proofs. —£660. 


Window bills 

50,000 window bills are needed; 
for these basically the same 
design as the poster will be used 
since repetition will support the 
somewhat weak outdoor cam- 
paign, particularly for a new 
product. It will however be 
modified to include a list of 
flavours and the price. 

To get as life-like an appear- 
ance as possible in the fruit, 
photo-litho will be used, the extra 
cost over drawn litho being well 
lost in the run of 50,000, It will 
be cut to bleed and gummed four 
corners. 

Estimated cost-- 

§0,000 size 19) in. xX 148 in 

Printed by photo-lithography in 

8 colours on M.G. poster paper 

S/O 60 in. x 40 in. 160 Ib. Cut 

to bleed and gummed four 

corners including colour proofs 
£665. 


Showcards 

25,000 of these are required 
and for these we will use a 
straight reduction of the window 
bill design. In this way the 
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MECHANICAL PRODUCTION AND PRINTING 


Thirsty? Here comes 


FRUJADE 


The glorious NEW sparkling 
fruit drink in a concentrated 


tablet Drop a Prujade tablet into 


® glase of water and watch! The tablet dissolves at 


once, and io a few seconds you have a fruit drink 

full of luscious flavour and sparkling tang 
A giase of Frujade ts as pure as fresh 
4) fruit and wonderfully cheap 
Se It costa a penny Lay on 
Frujade for picnics and parties 
Frujade ts the quench for every 


\S ' 
\ ba thirsty man, woman aod chiid 


[12] Gtasses Fon [1/] 


Prujade tadiets come to you (ream 
and untouched im an airtigh 
moisture proo! sealed glassine 
moe tahiets of one Mawowr to 
cack pack The price # only Ia 40 
why not take back or (heee 


Rawours and see which ihe family 


Lemon Onange Grape 
frutt Raspberry Lime Juwe Ginger 
Ree In airtight sealed packets 

wun F . 2 tablets. is at your 


7] nk omy emit nweeetshop store (uve the 
an get water famiiy o Prusade treat te day 


repetition factor will be retained 
ind economies made in artwork 
They will be of the maxt- 
mum size which will have much 
likelihood of being shown in the 
congested shops in which Frujade 
is likely to be sold. 


colours on White chromo paper. 
Mounted on 14 Ib 
cut flush and fitted 

strut and hanger 
Representatives’ Portfolios 


the stiff covered loose leaf binder 


into which the campaign material 
The covers should 


ong useful life and 


gn material, which 
can be char ved in order to keep 


The 11 in. triple for Frujade in 
final form. This advertisement, 
designed by Howard Wadman, 


has now been type-set to 


specifications given by B. Whit 
for the article by J. A. Grubb 


(‘Advertiser's Weekly,” Jan. 


proofs of the press ads. and re- 
productions of posters inter- 
spersed with facts and figures 


shown graphically and in 


form of “shock” captions which 
can be taken in at a glance. Ad- 
vertisement proofs are simple and 


easily interchangeable, the 
maining material will be 
screened. 


Costs on this sort of portfolio 
can vary widely but our cost for 
forty portfolios will be £215 of 
which £105 represents the cost of 
the permanent binders and sheets 
and £110 the cost of the campaign 


material, 


Acknowledgements 


Process blocks for advertisement 
Arc Engraving Co., Ltd 


Typesetting for advertisement. 


Read & Nicoll. 
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FOR FOURTEEN YEARS the Layton Type Face Cabinet 
has played an indispensable role in the production of 
typographically tasteful advertising. During that time it 
has made many friends and served many masters. It has 
become an essential and valuable part of the equipment 


of the conscientious designer and typographer. 


But fourteen years is a long time. Considerable 


advances in advertising technique have been made. 


Although we have done our best to keep our cabinet 


up to date by periodic revisions, it became obvious that 


HE NEW 


ts 
a. 


abcdetghijkImnopgqrstuy 
wxyz& ABCDEFGHI 
JKLMNOPQRSTUVW 
XYZ £12346567890 


27 faces, 407 borders, 


| abcdetghijklmnopgqr 


stuywxyz& 


.-4 
= 
te a 22-page booklet on 


ABCDEFGHIJKLM 
NOPQRSTUVW X 
YZ £12346567890 


"eet @ on the left 


BE. LAYTON LTD 


HEAD OFFICE: 


The Layton Type Face Master Cabinet 


rent seus contains 476 reference sheets showing 


221 lype faces, over 2,500 alphab. ls, 


50 casting-off charts, accents for 


a 44-page synopsis and 


mechanical tints and stipples. 


A reference sheet is shown 


Actual size: 14%" x 9 }” 


STANDARD HOUSE FARRINGDON 81 
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( 
. and E 
Layton 


nothing other than a completely redesigned cabinet 
would meet the present-day needs of the profession. 
During the last two years, therefore, our design and 
research staff have been working on the production of a 
completely new type face cabinet. 

This is now ready for distribution. It contains over 450 
sheets with 2,500 alphabets and covers more than 200 
different type faces. It has been produced in two versions: 
a master cabinet containing the full range of faces with 
attendant data and a smaller version for day-to-day use 


containing only the most frequently used faces. 
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Thesecabinets will provide ty pographers with reference obtain one. As in the past, our first obligation is to out 


material and working tools that are unique in their regular clients, who will !» presented with cabinets as 


scope and «tility. an integral part of the /ajton Service. “‘Vhere will be 


_ ; : many, undoubtedly, who could find a great deal of use 
Ihe cabinets themselves, the sheets they contain, the 


: ; ; for a Layton cabinet who do not come within ou 
indexes, synopses, tint books, etc., are of such quality 


i professional orbit. We are, therefore, departing trom 
and design as to stand considerable use over along period. 


precedent in order to achieve the most equitable dis- 


While it was wrong to measure the project in terms of tribution possible, and the remaining cabinets will be 


cost, it nevertheless became obvious that the number of sold at a price based on their cost of production 


cabinets produced had to be limited. Many firms and We would emphasise again that only a strictly limited 


organisations will thus be disappointed in their desire to quantity are available. 


a a FACE CASI N £ TS 


Below: The Layton T ypu Face ¢ abinet, intended for everyday 
. . . SrhciMe PINES OF TYPE FACES 
desk use, contains 153 reference sheets, shou ing 56 type 


faces and 26 casting-off charts. A synopsis and a tint book, 


are also included. 


THE LAYTON TYPE FACE CABINET 
A page from the 


het Contains 228 type ba 
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Advertising Case Histories—32 


Will the Government cut 
tax on refrigerators? 

o one knows yet. But if they 
do, manufacturers will have a 
big opportunity. This story 
tells how one firm is preparing 
for the hard selling that may 
be needed, by depositing money- 
box miniatures of its product 
in 100,000 homes of people 

who take up the offer. 


AQULONLU TLR AAA 


7) XPORT commitments have 
led British refrigerator 
manufacturers to keep. the 
home market short of supplies. 
Encouraged by the Govern- 
ment, they have been sending 
abroad a substantial proportion 
of their output. 
Demand in many overseas mar- 


kets has now begun to slacken 
off. At the same time money in 
Britain for such products as 
reftigerators is getting harder to 

find and the public is holding off 
adhe there has been talk of a 
reduction—or even a complete 
removal—of purchase tax on 
domestic electrical goods. 

Refrigerator manufacturers are 
thus faced with a market which 1s 
very much against them, but 
which may, by good, hard selling, 
be turned to advantage. 


First: Name 
promotion 


One of the manufacturers, the 
Pressed Steel Co., makers of 
Prestcold, tackled the problem in 
an enterprising way. With their 
advertising agents, Auld & Tilbury 
Ltd., they decided that they must 

“get in first.” The primary need 
up to the day of the budget, it 
was recognised, was for putting 


‘The Voice of Kent 
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HEAD OFFICE - - MAIDSTONE 
LONDON - 60 FLEET STREET 


Refrigerator scheme (anticipating tax cut) will 
put permanent ads. into 100,000 homes 


the name of the product before 
the public. At the same time, 
however, the name had to be tied 
up in people’s minds with a sell- 
ing theme so that when the 
expected purchase tax announce- 
ment comes (if it comes) Prest- 
cold, associated with a positive 
selling idea, will be the name 
which will come to mind first. 

The agents and Pressed Steel 
Co. therefore set about evolving a 
selling theme which would be 
adaptable for both the prelimin- 
ary campaign when the name was 
to be promoted and a possible 
second stage of hard selling when 
(and if) purchase tax was reduced. 
The line adopted was “Save 
money with a Prestcold,” and the 
campaign is designed to tell the 
public how ownership of a Prest- 
cold can cut food costs. 

It was felt, however, that this 
theme—applicable, of course, to 
competitive lines—needed some 
dramatisation, some “plus” to 
bring it to people's attention and 
to keep it there. 

The device eventually hit upon 
was a money box which was an 
exact miniature replica of one of 
the Prestcold domestic refrigera- 
tors. Apart from attracting 
general attention, it was argued, 
these little boxes would get into 
many homes as a_ constant 
reminder not only of Prestcold 
but also of the money-saving 
story. 

It was proposed to offer the 
miniatures to the public in return 
for a token payment of Is. The 
offer was promoted to retailers 
with advertisements in trade 
journals. The Save Money Plan 
was explained as a means of 
Selling More Prestcold models 
(and there was cheerful play on 
the similarity of initials), 


Convention shown 
half-page ad. 
Spearhead of the offer itself 
was a quarter page solus on a 
programme page of the Radio 
Times of February 6. This was 
backed by 8-in. doubles in pro- 
vincial daily morning and even- 
ing papers throughout 
country. The provincials were 
chosen for this operation because 
they permitted very close control 
of the campaign and because it 
was intended to show stockists 
that they can expect considerable 
support from Prestcold. Those 
who attend the Prestcold Con- 
vention which is being held at the 
Playhouse, Oxford, to-day, will 
be given a copy of to-day’s issue 
of the Oxford Mail in which is to 
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A shilling is all that people are 
asked to pay for this money box 
replica of a Prestcold. Over 
40,000 have already taken up the 
offer; at least 60,000 more are 


expected to do so, “Radio Times” 
and provincial press carried ad- 
vertising. 


be a half page which will also 
make the offer. 

Pressed Steel Co. reckoned that 
they would get in the region of 
30,000 applications and ordered 
accordingly. By the end of last 
week, only a week after the start 
of the campaign, 40,000 replies 
had been received, and it is anti- 
cipated that the total will pass 
the 100,000 mark. It has now been 
decided to supply al] applicants 
and not to confine the offer to 
30,000 as had been planned. 

The campaign will culminate at 
the Daily Mail Ideal Home 
Exhibition where Pressed Steel 
Co.’s stand will be based on the 
Save Money theme. At the stand 
the public will be able to buy a 
further 20,000 of the miniature 
saving boxes. 

By that time, it is estimated, 
some 120,000 homes will be 
able to buy a further 20,000 of 
the miniature saving boxes. 

By that time, it is estimated, 
some 120,000 homes will 
equipped with a permanent adver- 
tisement for Prestcold. Whether 
or not the Government removes 
purchase tax, they will be there 
to do a permanent job of name 
promotion. 
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National Advertisers taking space include 


Caleys * Cantrell & Cochrane Ltd. 
Gordon-Moore Toothpaste « Lux Toilet 
Soap x Lyons ice Cream x Hiltone 
Lucozade * Mackintosh’s Toffee * Nescafe 
Cadbury’s Drinking Chocolate x Silvikrin 
Horlicks * Remington Rand «x Vaseline 
Hair Shampoo x State Express Cigarettes 
Holly-Pax * Double AcejCigarettes. 


The publishers of A.B... 
are proud to announce that they arc now ; 
members of the (\udit Jiureau of ( irculations A 


ADVERTISER'S WEEKLY 


i, » 


= 


Film Review 


The — magazine for all film fans 
and their families 


with a certified monthly net sale of 


dtd TSA 


Certificate by Audit Bureau of Circulations, 


The new, larger A.B.C. Film Review has 32 pages 
packed with interest for all members of the family. 
Each month the current new films are reviewed by 
experts and generously illustrated. There are pages 
designed especially to appeal to women readers 
including articles on fashion, beauty and knitting. 
Regular features include a selection of letters to the 
Editor—with prizes for those published; a compe- 
tition quiz on film-lore; reviews of gramophone 
records; a crossword with a film flavour and a 
fascinating serial strip cartoon for the children. 
The magazine is fully illustrated with oe 
of stars and starlets and, each month, a full-page 
portrait of the month’s favourite star. 

A.B.C. Film Review offers a new approach to the 
cinema public—the magazine way. 


On sale in A.B.C. Cinemas. 


Special Features: Articles by well-known con- 
tributors; interviews with stars and Profiles of the 
Famous. 


Advertisement Rates: . @ 
Full colour cover page wnt oo a 2 
Full monotone page... - .. 150 0 
Half page ast ses de o va © 
Quarter page ... ens oe a aoe 
Sixth page - : . 
Cost per square inch ‘per thousand 

copies sold ... ' 207 


Cover printed by photo-litho; inside pages by 
photogravure. ; 


V Film Review 


Enquiries<to A.B.C. Film Review, 131-134 New Bond Street, London, W.!, MAYfair 7572/5 
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French Post Office goes into direct 
mail business with new delivery plan 
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ee a ee 


TPYHE French postal authori- Zealand woman driver. Adver- not read a newspaper every day. tule concerning the percentage of 
ties will shortly try out a tisements feature as main illus- The investigation also shows Exyptian employees. This ner- 
new method for direct mail ‘tion photographs of Paris that the inhabitants of provin- centage need be no higher now 
reatio re : r de- ‘i ost serious than 70 per ce of the total staff. 

publicity in the Greater Paris creations with credit lines for de cial towns are the most seriou in 70 per cent of the total sta 


: Hl M: ill signer and brief description of readers—94 per cent read a news- A new company law is also 
area, aS Wel aS IN Marseiles, cocktail froak, costume or hat paper every day. Of people fiv- proposed, and many foreign in- 
Lyons and Bordeaux. shown. Copy ties in quality in ing in country districts, 92 per vestors are reported to be waiting 


The printed matter, which will clothes with quality in motor cent read a mewspaper every until they know more about its 
not bear the addresses of the spirit. day. But in Copenhagen—in contents of the proposed New 
recipients, will be handed over Shell use a similar departure spite of the many dailies pub- Company Law before committing 
by postmen on their daily rounds — from usual advertising appeals in lished there—-those who read a themselves to new investments. 
to caretakers of blocks of flats their new series for Pennant mewspaper every day only 


or houses, and will be distributed — Kerosene, household hints being amount to 89 per cent. . ; = , F 
“ according to the latest Census used to attract the feminine Many people read two or more _ Regulations issued by the Be:- 
figures. The scheme will cover — reader. newspapers, and the average num- *#40_ Government to control the 
either the whole town, or a cer- * * * ber of newspapers read daily ™@ximum selling prices of 
2 tain district of the town, or per- Tea which, since removal of throughout the country is 1-2 per a —— are 
i4 haps just a given profession in the New Zealand Government head of the population. Weber  ‘’kely to have considerable reper- 
‘9 the town or district subsidy some two and a half & Srensen, Aarhus. cussions in advertising circles. 
q The French G.P.O will years ago, has been around six ¥ mi ¥ The regulations specify exactly 


how prices must be calculated, 
cetailing “allowable  expendi- 
tures” and maximum profit mar- 
gins. No mention is made of 
selling and advertising expenses, 
and this is likely to affect 


undertake full responsibility for shillings a pound, has been 
the accuracy of their mailing list the subject of a mild price war 
and householders or tenants who among wholesalers lately wiih 
fail to receive circulars will have press spaces being used to 
the right to lodge a complaint announce successive price reduc 
with the postal administration — tions. 


A Decree Law authorising the 
setting up of free zones in 
Egyptian ports has been passed. 
This has been long awaited and is 
expected to benefit the export 
and transit trades as well as to 


and ask for a full investigation * ; * * provide employment and to create — —_ ——, — 
A minimum number of cu Competition for junior staff is. new industries in the country. the: ae Pp ertising 
culars for despatch will be re so keen in New Zealand that the It aims also to attract the in- "The ~ 


regulations come _ into 
force on April 1 and affect im- 
ported as well as locally produced 


quired by the post office and the — public services and certain of the — vestment of foreign capital and 
charge will be 4 francs (just over — trading banks are using display to establish undertakings which 
one penny) per circular. —Publicis advertising to attract boys and — will 


at first require the services : 
; S.A., Paris, virls who have just left school of foreign seahaialame. For this products. 
r ¥ * * + * * purpose, the Decree Law lays * * * 
One of the most forceful cam Austin have been conducting a down that, for a period to be The Flemish daily newspaper. 
paigns run in recent months in survey of New Zealand prefer specified, establishments in the Het Laatste Nieuws, has an- 
New Zealand was for Shell — ence in the car field by means of | free zones shall be exempt from nounced its audited circulation 
: X-100) Motor Oil, claimed to a (press campaign. Advertise- certain of the taxes on income figure for 1952. This was an 
: fight acid action, major cause of — ments are in the form of a ques- and profits. It also relaxes the average of 292.668 copies daily. 
engine wear.’ Press campaigns, tionnaire in which readers are 
opened with full pages, continue asked to express opinions on OLE 
with large spaces. On radio, a English, American and Con ee ee ee 
singing commercial, elaborately —tinental styling, which type ot 
produced with a male quartet British car they would choose. 
hacked by a small orchestra, what size of car they prefer. 
quickly established the “Shell what they think of an austerity 
X-100 Song” as a favourite with model which could be sold at a ano ter Us cnow YOUR views 
office boys. The running of the — low price, and which of the five PRES ae 
New Zealand Cup, the top event Austin models they would most 
of the flat racing season, coin like to buy.—Goldherg Advertis AWS WER: taet Coe ; 2 
cided with the introduction of — ing, Wellington. Meee ore terme on = 
Shell X-100 and an interesting * * * at. : 
movie short was exhibited in The Danish Gallup Institute aveeeR —— 
theatres throughout the country has recently carried out an in- - apenas ‘a = 
: after the race, showing a motorist vestigation of the newspaper 3 isk WB Baca case 
; on tis way to the course being reading habits of the Danish me ee mut 
ra introduced to the new oil by a peoole. 5. iets SEN ae 
garage attendant, then proceed Only 3 per cent of the adu't euestron fy ANS WE Re 
ing to the course where a new population read no newspaper; . bh as _ se 
reel clip of the running of the = 8 per cent do not read a news ir a 
race was introduced, Posters and paper every day, Among Danish Pe en es a ae = 
screen slides completed — the men 94 per cent read their news 
campaign paper daily; among women, 90 Austin asked New 
* * x per cent. Of those over 35 years, Zealanders five 
National Magazines and 95 per cent read newspapers ever, questions ahout sees 11a, Poneme, or 00 your Meorest 
women’s journals are being used = day, but VW per cent of the age — their car prefer ‘amma eaneds 
by Shell motor spirit to air a group 25-34 vears and 14 percent — ences in a recent wats ae MAGNUS MOTORS LTD., 
new campaign at the New 9 of the voungest group (18-25) do press campaien —_ $$ —— - 


Planning, Media, Copy, Translations, 
Despatch of copy and blocks, 
Payment in any currency. 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.! 
Phone: REGENT 108! 
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Send fora FRE, Lube 
ALBALIN 


— the perfect process white that photographs its true value 


It costs nothing to test Albalin...the process white that has 
all the qualities you look for but have never found in one 
product. Albalin is intensely brilliant. It has the opacity of 
lead white—without the lead, and thus non-poisonous. — It is 
economical, quick drying, doesn’t crack or chip. It is Tree- 
flowing and therefore excellent for air-brush work .....and 
when diluted can be used in a ruling pen. Try it for yourself, 
Send postcard NOW for a 1/- size tube—FREE. 


Albalin costs no more than other process whites: 


ie eh ac cc aman nnassurareaioseseetens Bach 10d. 
t-oz. (fl. cap.) wat, An): cavgliplaevannssueceediwiacaudgenteerveents » iprd. 
$-Ib. (4-02. .,) ab el ida piped abadanes rcehustnliasedisaas » 43/6d. 
PAs POPC M os. Ganenshcoduscctresekevistaecussexts coe gp «60d, 
ES ME CU csivdsieddebaccentbasaksnescdeciis cxscnwesteens cite wo ee, 


ae i. dbiasavanengrcmbnensssadeasersadappatabssiase ie oy SE 


Prices applicable only in Gt. Britain and N. Ireland. 
Winsor & Newton Ltd. (Dept. A.B.1), 


Wealdstone, Harrow, Middlesex. Also at New York and Sydney. 
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Advertisers selling thro 
wisely taking full advar 
Express offer of sponsor 
in the Advertisers’ own 
Such publicity ‘alerts th 
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100%, ‘*Dry Brush”’ Service 
for Your Posters in 


N. & N.W. London 


— PADDINGTON 0180/7, 
HENDON BILLPOSTING COMPANY 
«37 SPRING STREET, W.2 
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POSTERS 
all over the 
country 


For 112 years Sheldons have planned 
Poster Advertising and know how 
to obtain the best effects, how much 
it costs, where money can be saved 
and the suitability or not of the 
designs to be used. They are the 
people to consult about Poster 
Advertising. 


Sheldons Itd 


Established 1840 
SHELDON HOUSE, QUEEN ST., LEEDS, 1. 
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RGANISATION is a prob- 
lem which advertising 
agency heads constantly have 
before them. The same, to a 
lesser extent, applies to 
specialist outdoor agencies. It 
is interesting to see, therefore, 
how one of them, A. W. 
Newton Ltd., has solved the 
problem to produce an efficient 
and, equally important, a 
swiftly and smoothly working 
machine. 

Basis for the organisation is its 
efficient records system from 
which campaigns are planned. 
In Newton's records office every 
town in the country has been 
card indexed. A simple code is 
used to convey a great deal of 
information all of which has 
been supplied by the firm's 26 
full time inspectors throughout 
the country, 

Visible edged indexes are used 
so that certain details on the 
cards can be noted on the exposed 
edge and information readily 
obtained. 


Foundation for 


campaign Structure 

This index is the basis upon 
which campaign plans are built. 

The statistical survey cards 
give general detaiis such as p»pu- 
lation, map reference, market 
day and type of market, early 
closing day, trunk roads running 
through, name of nearest main 
town and its distance away, etc 
Subsequent sections on the card 
allow for a description of the 
town, details of the bus com- 
panies serving the area; loca] in- 
dustries and the names and 
addresses of local sign writers, 
neon sign contractors and com- 
mercial photographers; Nielson 


Outdoor Agency Organisation 
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ised information. 


ACCURATE RECORDS AND INSPECTING SYSTEM IS 
BASIS OF OUTDOOR CAMPAIGN PLANNING 


Planning and administration »{ an outdoor advertising campaign is a 
specialist function which requires considerable organisation and special- 
This has led to the establishment of a number of 


ADVERTISER'S WEEKLY 


specialist agencies which spend the whole time in looking after the 


outdoor advertising interests of their clients. 
organised is described in this article. 


area into which the town falls, 
ete. The lower portion of the 
card indicates the recommended 
displays to cover the town, sub- 
divided under contractors and 
further broken down into general 
posting sites or solus boards 
covering different densities of 
display; 32 and 48-sheets, bulletin 
boards and special types of dis- 
plays are dealt with separate.y 

Ihe visible part of this card 
shows the name of the town, the 
county, and whether the town is 
predominantly agricultural, min- 
ing, manufacturing, seaside, spa, 
or port. Superimposed is a colour 
guide to indicate the density of 
population. 

On the reverse side of these 
cards are spaces for describing 
the railway stations which fal] 
within the town; details given in 
clude the number of platforms, 
information on advertising sites 
on the approaches, on the con- 
course, platforms, etc., and details 


of the recommended coverage for 


various sizes of posters (includ- 
ing special sites). 

Details of every bus and tram 
system through the British Isles 
are recorded on separate cards 
which list not only the general 
area but every town covered, as 
well as the number and descrip- 
tion of vehicles in service and the 
route miles covered, colour of 
vehicles and any restrictions im- 
posed by the company. Dimen- 
sions of spaces available for ad- 
vertising are given, and the visible 
portion shows the name of the 
company and of the contractor, 
whether imterior and/or exterior 
spaces are available and whether 
the design must be painted direct 
on to the vehicle, or whether 
paper bills can be used. 

For the London area special 
cards are available for Under- 
ground stations. Exits, inter- 
change points and other impor- 


tant data are recorded and the 
visible section sorts the stations 
into various categories (1c. those 
with lifts, those with escalators, 
and those which are open) 

This, then, is the raw material 
with which the agency plans its 
campaigns. Its accuracy is the 
responsibility of the inspectors 
who must notify any changes in 
their area immediately, so that 
these records are always right up 
to date. 


Four campaign 
control sections 


Now, how js this raw material 
used? Ihe operation of the 
agency depends largely on four 
control sections under the super- 
vision of Mr. Newton, R. K. Jul 
Jens, and three other directors 
who plan and administer all 
campaigns 

Once a campaign has been 
planned and approved in general 
terms, the inspectors are fully 
briefed regarding the client's re- 
quirements and their selections 
are prepared according|y | hese 
are submitted to the contractors 
with official orders and if any 
sites cannot be given alternatives 
are sudmitted and re-vetted by 
the inspectors, By this method 
Newton's know exactly where 
their clients’ bills will be posted 
well before a contract is due to 
commence 

Posters are then distributed 
from Newton's warehouse and 
when the bills are posted the ad- 
vertiser js kept fully in the picture 
by a carefully planned procedure, 

Newton's inspectors cover 
their territory once a month. At 
the beginning of each week they 
notify head office of their route 
for the weck and give addresses 
where they can be reached. At 
the end of each day they send in 
4 report On every site they have 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


TEMPLE BAR 2468 


How one of these is 


checked. ‘Their reports are care 
fully compared against contro! 
cards and a different colour flash 
is used on the visible edge for 
each month for which inspection 
has been carried out. It is thus 
possible at a glance to. tell 
whether any town has been 
missed during an inspection 
round, and to assure that 4 regu 
lar frequency is maintained 

It sometimes happens that a 
bill is in bad condition or that it 
has, by some error, not been 
posted as notified by the con 
tractor, (In the case of transporta 
tion advertising, a vehicle may be 
temporarily off the road.) To pick 
up such faults is one of the main 
tasks of the inspectors. Any dis 
crepancies found on inspection 
are reported to the contractor 
before the inspector leaves the 
town and are then confirmed in 
writing by head office the next 
day 

Grading of sites is given on all 
reports. The inspector specifies in 
code the type of thoroughfare in 
which the site is situated, the ad 
vertising value of the site: whether 
on main road, public transport 
routes, etc From these reports 
those at head office can give, if 
required, a detailed description of 
every site occupied and, if neces 
sary, draw a sketch of any such 
position showing the position of 
each chent’s poster 

One last task which the in 
spectors sometimes have to 
handle: It often happens that an 
advertiser wants to know what 
his competitors are up to. This 
information is picked up by an 
inspector as he goes round, With 
this raw material, head office 
prepares a schedule -broken into 
the same areas as the client's 
scheme -so that an accurate com- 
parison can be made and amend 
ments suggested ty mect the com 
petitive situation. 
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FULL | 
COLOUR 


POSITIONS AVAILABLE TO 


ROYAL 
180 Fleet Street, London, E.C.4. 


ADVERTISERS IN 


(The new title of the Royal Air Force Review) 


£120 per page single insertion 
5%, discount for 6 insertions 
10°, discount for 12 insertions 


Photogravure throughout 
No blocks required 


The Air Force Magazine 
with nearly 50°, of sales to civilians. 


Air Ministry and civilian distribution of 
this month’s issue exceeds 70,000 copies. 


* 


Royal Air Force Flying Review offers advertisers 
the biggest sales in the aeronautical field and 
is, in addition, widely used by national adver- 
tisers of men’s consumer goods. 

Write for specimen copy and full particulars 
of The ‘Royal Air Force Flying Review '— 
the Journal of the Royal Air Force, sponsored 
and distributed by the Air Ministry to service- 
men at home and overseas, and sold by all 
newsagents and bookstalis. | /- monthly. 


Bourne & Hollingsworth, new advertisers, 
have caused a little flutter in advertising 
dovecotes with their Bournithological 
Notes. STUART LEWIS has been Looking at 
these posters and recommends others to— 


AIR FORCE REVIEW LTD. 
Telephone CHAncery 8844 


Watch these birdies! 


OW often, when being told 

a not-so-funny story, have 
you felt your face becoming 
locked in a dogged smile as it 
prepares for laughter? How 
often, when listening to the 
radio, do you remain solemn as 
the studio audience roar their 
heads off? And—be honest— 
how often do your own pet 
jokes fall flat? 

While there is no set recipe for 
making people laugh, no magic 
ingredient of humour, there are 
tecaniques which can be studied 
and trends which can be observed 
and followed. Writers and pro- 
ducers for the stage, screen and 
radio are well aware of the very 
subtle distinction between the 
humorous and the “ham.”. And 
although they sometimes make 
costly errors of judgment, they 
spare no effort to keep themselves 
attuned to public taste. 

The fault of most humorous 
advertising is that it completely 
disregards contemporary trends of 
humour and is sadly lacking in 
technique. Advertisers, since their 
primary aim is to coerce the 
public and not to entertain them, 
should set the highest possible 
standards for their humorous 
campaigns. Whereas the public 
will give a polite hearing and 
perfunctory clap to a mediocre 
artist, they will not politely réad 
a bad advertisement. And a 
would-be funny campaign which 
doesn’t quite come off is advertis- 
ing at its very worst. 

Looking at the series of un- 
usual Underground cards for 


Bourne & Hollingsworth I have 
felt bound, in all fairness, to seek 
some standard of humour by 
which to judge them, Clearly, by 
reason of their general approach 
and style of presentation, they 
are aiming high. 

But do they hit their mark? 

Are they witty or just a little 
forced? 

How do they compare with 
the classic “funnies”—-the bril- 
liant drolleries of Dubonnet, the 
neat rhymes for Wool, the urb- 
anities of Austin Reed and the 
good fun of Guinness? Above 
all will they be read, remem- 
bered, discussed and quoted? 

Having studied these cards 
very carefully I cannot help feel- 
ing that they don’t make the 
grade. I write this with some 
reluctance, for the idea of the 
series (“Bournithological Notes’) 
is a good one. Some of the bird 
names, such as Lesser Shopbill, 
Pillow Warbler and Nightingveil, 
are apt and entertaining. Unfor- 
tunately, however, the ornitho- 
logical idiom has not been well 
sustained in the copy, which at 
times strikes an irritating note of 
whimsy and at other times is 
almost devoid of point or 
humour. Take, for instance, the 
House Martini: 

“Distinguished by its smart 
appearance and easy, amusing 
chatter. It lives on stuffed 
olives and pink cherries, gather- 
ing these by night. By day it 
steals the limelight in our 
Cocktail Dress Department.” 
When I say that this copy 

doesn’t live up to the original 
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NEW aan? OF COVERAGE IN THIS SOLIDLY pRusPEROUs AREA 


& The newly - formed Associated Kent prosperity and form a first-class market for con- 


Newspapers offer you by far the most sumer goods and services of every kind. These five 
intensive coverage of this sharply defined area of influential newspapers shouid be part of every 
Kent. The wide variety of occupations in this area hard-selling schedule. And acceptance of an order 


have one common characteristic: all enjoy a solid 


guarantees insertions ir all newspapers, 


CHATHAM STANDARD (Tuesday I'd.) 
NORTH-EAST KENT TIMES (Tuesday !}d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS (Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 


ISLE OF THANET GAZETTE (Friday 34.) 
(All members of the Audit Bureau of Circulations) 


TRADE DISPLAY (Ordinary Positions) 38 /= per single column inch. Rate Card operative from 2nd March 1953 
NET WEEKLY SALES 


83.487 


(Certified by A.B.C.) 


ASSOCIATED KENT NEWSPAPERS 

4 a7 4 i 4 4 N 4 \ 4 \ 

Group Accounts Office : Advertisement Representatives: 

30 High Street, Chatham (Chatham 2213) E. W. Player Ltd. 30 Fleet Street, E.C.4. (Central 2786) 
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ph otowork 


REAL PHOTOGRAPHS 


for Coronation Display. 
Large selection by Baron, 
Karsh, and Dorothy Wilding. 
Highest quality, any quantity, 


any size, monochrome or colour. 


ORDER NOW 


or write for illustrated 


leaflet 


en ae Lid 


AND LILYWHIT — LTD. 


HEAD OFFICE AND WORKS: 


BRIGHOUSE,YORKSHIRE KER ST., LONDON,W.! 


Tel: BRIGHOUSE 1240-1-2-3 Tel: WELbeck 0938-9 
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Stuart Lewis — continued 


‘Lure’ of holiday posters 


idea of the series, I realise that 
the copywriter was faced with 
serious difficulties To. describe 
the bird in an amusing way and 
at the same time to convey a 
particular sales message——all in 
about 30 words—was a. task 
which called for exceptional bril- 
liance. As it has turned out, the 
series is one which will no doubt 
be seen and read by thousands of 
potential B. & H. customers, 
even if the more discerning feel 
somewhat disappointed. 

Alas, it is one of the might- 
have-beens 


¥ * * 


UST when most of us are 
© hoping (weeks too soon) for 
an early spring, holiday posters 
appear on the hoardings and set 
us wondering where to go this 
year. Personally, if I] were guided 
by posters alone, | might well be 


N-TRAP 


OF THE SOUTH 


Lasthourne’'s own poster; Stuart 
Lewis is persuaded. 


lured to Eastbourne. The two 
posters I have seen (one produced 
by the Corporation and_ their 
agents and the other in con- 
junction with British Railways). 
Not only would I be influenced 
by the slogan “Suntrap of the 
South” (which happens to be true) 
but also by the sunny scene (in 
the British Railways poster) with 
its close-up of a gleaming-white 
urn of geraniums and its formal- 
ised fountain and pier beyond. 
On the whole holiday posters are 
suffering a gradual sea-change, 
and this year presentable jobs 
have also been produced for 
Herne Bay, Bournemouth and 
Hastings 

The series Where History 
Lingers, which covers Canter- 
bury, Salisbury, Winchester and 
Hampton Court, was no doubt 
produced with overseas visitors 
in mind. To my indigenous eye, 
it is just another series of travel 
posters. The illustrations of the 
various national monuments, with 
groups of historical figures in 
the foreground, are merely 
competent 


P to now caution appears to 
be the keynote of Corona- 
tion posters. For this reason it 
is extremely hard to make more 
than a routine criticism of the 
designs displayed on the hoard- 
ings now. Indeed most of the 
Coronation posters I have seen 
have the air of being routine 
jobs themselves. No one, it 
seems, has caught the true spirit 
of national celebration; and no 
one has ventured to add the 
necessary touch of carnival. 
At least the Ashley poster for 
the B.I.F. is based on a clever 
idea. The design consists of 
little jewel-like cogwheels which 
are arranged to form the shape 
of a crown and also the letters 
“BIF.” In theory this is a neat 
way of linking commerce with 
the Coronation; but the colour 
scheme —-yellow-and-white cogs 
linked by rather confusing shapes 
of unexciting red and blue, all on 
a grey background—can only be 
described as dignified but dull. 
At a time when most traders 
are looking forward with fingers 
crossed to a Coronation boomlet, 
it is not easy for the National 
Savings Committee to strike a 
powerful blow for the cause. 
What they have done is to pro- 
duce a colourful but desperately 
safe design of a marching Guards 
band, with pennants carrying the 
words “Celebrate Coronation 
Year with more National Sav- 
ings.” Needless to say this is 
most unlikely to produce the 
desired results. But what else 
would? 


% Baily Mail 
[IDEAL 


HOME 


EXHIBITION 
OLYMPIA 


This year's “Daily Mail” Ideal 
Home Exhibition poster, now 
beginning to appear on tube and 
railway stations, was designed by 
P. Booker Cook, typographer to 
Associated Newspapers Ltd. It 
is issued in double-crowns and 
double royals lithographed in 
five colours by Haycock Press, for 
tube and railway stations etc., in 
16 arid 48 sheet posters for hoard- 
ings, and will also be used on bus 
and trolley-bus sides. 
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Commercials for 


television lilms—2 


Director is 
the key man 


vision time. 


By NEAL ARDEN 


The “commercial” is the reason why a sponsor buys tele- 
However good or bad the remainder of his 


—but he must be well briefed 


programme may be, the commercial is what he is interested 


Its quality will depend largely on the skill of the direc- 


tor and the ability of advertiser and agency to brief him. 


E VEN the best scriptwriter 
4 cannot build into his script 
that “feeling” for the sponsor’s 
product which a good director 
can project. 

In the TV commercial, the 
client and the advertising agency 
will want to continue and extend 
the same spirit and situations pre- 
viously used in press advertise- 
ments. They will, naturally, give 
their opinions as to the filming 
possibilities of a product, but 
with the director lies the ultimate 
responsibility. On the set, he is 
in charge. It is he who must 
emphasise certain details of the 
product on the screen by means 
of his camera angles, lighting, cut- 


ting. By removing every super- 
fluous detail the director can 
point the viewers attention 


exactly as he likes towards that 


which is selected for special 
attention and emphasis. 

A critical phase of picture 
direction is preparation. ‘This is 


so important if costs are to be 
kept low that even an extra week 
spent at the office desk will pay 
dividends if it saves a few hours 
on the floor later 

A director should never begin 
work on a subject unless he is 
satisfied absolutely that he has 
the “feeling” the agency wants to 
project 

It is no good his going ahead 
with something he thinks is 
wanted. If he is wrong and costly 
alterations have to be made ne 
will not find it out until the 
agency and maybe the client see 
his work. By then the set will be 
broken up, the lighting removed 
and his cast and crew scattered 
around the hemisphere. Next 
thing he knows, he will be on the 
move himself! 


He should always insist on a 
full briefing session so that he 
knows backward every detail 
concerning the product to be sold 
on the commercial. When the 
agency, producer, designer, script- 
writer and director have all come 


to an agreement beforehand on 
interpretation, sets, costumes, 
action and so forth—that is the 
time to shoot—not before. Sub- 
sequent alterations, if required by 
the client, can then be added, if 
the money is forthcoming to pay 
for them. Otherwise matters can 
remain as they are and as agreed 
at the briefing. 

In television, casting is one of 
the director's responsibilities. He 
knows what sort of actor is right 


for his particular show. He 
must guide the actor in his 
characterisation and = maintain 


him in the theory that acting for 
television is similar to acting for 
films. Because he is to appear in 
the viewer's sitting room and not 
in a public theatre, the director 
will see that the actor talks in a 
restrained manner, that he does 
not be'low his message; that he 
behaves as a gvest, and a well- 
behaved guest, at that 

We must understand right at 
the onset that the strone, hard- 
selling type of commercial will 
most likely be unacceptable in 
this country. 


Actors must 
he considered 


So it is not wise to give the 
actor copy written for press ad- 
vertisements. Even fine actors 
find it difficult to speak lines full! 
of phrases that do not lead 
naturally to others Actors’ 
memories are no better than ours, 
but they are trained to learn 
lines which lead from one to the 
other and speak thoughts which 
ure motivated naturally. If their 
material is not written with this 
in mind actors will not only find 
difficulty in speaking it, they will 
not be able to remember it. 

If a testimonial is to be con 
tributed by a well-known person 
ality it is wise not to dictate lines 
which are not natural to him. A 
personality will resent being 
made to use words which are not 
in his usual style. As this style 1s 
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YOU KNOW OF US 


1s producers of 


Mobile Cinema Vans 


hut we also design and build 


EXHIBITION AND 


DISPLAY VEHICLES 


to suit special requirements, 


BRITISH FILMS LIMITED 


199 Piccadilly, London, W.1 


WE HELP YOU ? 


CAN 


THE ROYAL COAT OF ARMS 


CAST IN FULL RELIEF SIZE 19” x 18” 
IN ALL WHITE CELLULOSE £5-0-0 EACH 
WHITE AND ROYAL CRIMSON £5-10-0 EACH 


FOR ALL CORONATION DISPLAYS 
CONTACT 


Melos 


SERVICE 


DISPLAY 


6 CARLISLE STREET, WI. 


GERRARD 8225-6 
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Government wants to use sponsored film— 


T last we have actually got 
one of those no-punches- 
pulled films for the American 
market that so many British 
businessmen with export ambi- 
tions think about and never 
make. The honour of being 
the first, falls to Pringle of 
Scotland, makers of Cashmere 
knitwear . . « dollar earners 
par excellence. 

The important point about The 
Cashmere Story is not that the 
film as a film is outstandingly 
good, but that it is right for the 
American store outlook and right 
for American TV, where it has 
already gained three bookings. 

After a brief flirtation with the 
past turbulent history of the little 
Scottish border town of Hawick, 
the film plunges in attractive 
Gaevacolor into Pringle’s factory 
for a tour of the processes of 
manufacturing their latest fully- 


fashioned knitwear. 


To the sales staffs of the retail 
stores in America and Canada the 
blend of ingenious knitting mach- 
ines and traditional craftsmanship 
will have enormous appeal. There 
are few industries left where any 
of the processes depend entirely 
On the judgment and lifelong ex- 


perience of workers. Another 
touch, which is right up the 
American “alley” is the manne- 
quin parade—alluring garments 
carried with “oomph.” 

The difference between the 
U.S. market and our own for this 
style of film is largely one of 
commentary. The uninhibited 
“plugging” of the maker’s name 
has to be modified to Meet both 
our advertising standards and our 
very different sense of proportion. 
However, the additional cost to 
Pringle of Scotland of having two 
versions of the commenta 
made, will more than justify itself. 
In fact, as a representative of the 
firm confided to me, the whole 
cost of sponsorship may well be 
borne by the U.S. TV sales. 

“The Cashmere Story” was 
produced by Associated British- 
Pathe and runs for 16 minutes. 

Footnote: Government officials 
have asked Pringles to repeat 
the film with a third commentary 
leaving out all advertising, 
except the name of Robert 
Pringle as the founder of.,the 
Hawick industry, for public 
showing here and overseas. 

* * ” 


minus the advertising 


Tips has hit the mark with the 
first two editions. In 4 minutes 
each edition contains 4 practical 
household tips and 4 advertise- 
ments for branded goods. The 
blend of tips and advertising runs 
smoothly jn the capable hands of 
commére, Anona Winn. 

The first edition carries Astral, 
Batchelor’s soup, Persil, and 
Woman (who have tied up with 
Holdsworth’s on the announcing 
of the winners of the prizes for 
the best tip submitted by cinema 
patrons). 

The second edition carries 
Shell-Mex, Persil, Gibbs (lather 
cream) and Woman, To boost 
Shell, Stirling. Moss, the British 
motor racing champion, turns in 

,a confident performance. For 
Gibbs; footballer Billy Wright, 
‘lays on the lather. 
| First reports. about “Tips” 
‘from the North-East of England 
‘show: that the competition is 
‘catching on nicely. Some 1,500 
‘entry forms were received in the 
| first 8 days. : 
| First-rate- quality, star values, 


Technicolor, plus slick presenta- 
tion is the sormatn. 


NHE bi-annual Mechanical 
Handling Exhibition at 
Olympia, organised by Mechani- 
cal Handling, has been recorded 
on film in Kodachrome. Aim, Iam 
told, is to promote productivity 


NEW SPONSORED 
FILMS REVIEWED 


by 
PAUL NUGAT 


at home and the sale of produc- 
tive machinery abroad. No doubt 
exhibition of the film overseas 
will help to stimulate inquiries. 
If so, this 25-minute film will 
have fulfilled its mission. But 
the snags inherent in this kind of 
film are several. 
Inevitably in attempting to 
cover a good cross-section of all 
the equipment on show, the 
camera shows a lot of equipment 
the individual customer has no 


Member of the Screen Adver- 
tising Association and the 
Association of Specialised 
Film Producers. 


a 


wider 


or small... 


In 72°%’of the cinemas in England, Wales and 
Scotland, cream of the Independent cinemas 
and backbone of the whole industry 15,000,000 
people of every income group can watch your 
sales story unfold by filmlet or solus film (in 
many towns, the ONE cinema, filled to 
capacity with a captive and receptive audience, 
is a ‘Presbury ’ cinema). Whatever your ad- 
vertising problem may be, in any area large 


coverage 
at lower cost 
through Presburys! 


/ for WIDER COVERAGE 


-onautt... PRESBURYS 


Complete production and distribution service for all types of advertising 
films and filmlets (colour or monochrome). 


S. PRESBURY & CO. LTD. GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. Tel. Whitehall 360! 


Ask for details. + 
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The Associated British Pathé unit shooting part of “The Cashmer 
Story” for Pringles of Hawick. 


interest in. Then, when his interest 
has just been aroused jn a likely 
piece of equipment, the film has 
to move on to another stand. 
This is not the fault of the film 
producer but of the nature of the 
film. It makes nonsense of the 
suggestion in a handout I was 
given that it is “particularly suit- 
able for showing to professional 
and technical organisations and 
engineering colleges.” This has 
no educational value whatsoever. 
Ji should, however, stimulate 
foreign interest in the Mechanical 
Handling Exhibition itself, 


* * * 


N honest attempt by the 

British Constructional Steel- 
work Association to attract 
school-leaving boys and other 
youths to a career in steel engin- 
eering is A Job for a Man. 
Honest, because the commentary 
makes no attempt to lure its 
quarry by holding out the pros- 
pects of money for the taking. 

“A Job for a Man” is equiva- 
lent to many school visits to a 
number of steel works. There is 
a preponderance of technical in- 
formation over personal matter 
and too few glimpses of appren- 
tices at work. 

Youth Employment Officers 
and instructors on steel induction 
courses will find plenty of useful 
outlets for this 30-minute film 
produced in kodachrome by John 
Byrd Film Productions. 


* * * 


LTERING traditional ways 

of house cleaning has taxed 
the jngenuity of many manufac- 
turers of new products. 

Come Clean is the two-minute 
answer which dispenses with the 
demonstrator (who would have 
qualified for the old age pension 
long before he had shown the 
last housewife the superiority of 
using a viscose sponge as against 
the old cleaning rag). 

This Technicolor cartoon film- 
let was Made by Dollywood Ltd., 
of Holland, for producers, 
Theatre Publicity, on behalf of 
Sponcel Ltd. 


* * * 


HE Oral Hygiene Service tells 
- us in an excellent Techni- 
color film called Let’s Keep Our 


Teeth (sponsored by D. & W. 
Gibbs Ltd.), that only 2 per cent 
of our over-civilised population 
have perfect teeth and healthy 
gums. Using the Fleet Street 
Choir as guinea-pigs to prove its 
point, the film interrupts a choral 
practice to show that only 2 
members out of 100 have never 
had and are not in need of dental! 
attention. 

Produced by Lintas Ltd., with 
some splendid diagrams by 
National Interest Picture Produc- 
tion, this wholly educational film 
is heading for a tremendous sale 
of copies. The Navy and R.A.F. 
have ordered a dozen copies each, 
and most of the local education 
authorities will be unable to do 
without. The film is suitable for 
all audiences between milk teeth 
and the last extraction. Running 
time is 20 minutes. 


Commercials for 
TV films 


Continued from page 351 
the very thing you have chosen 
him for, it seems wise to allow 
him to put your message over in 
the way he thinks best. 

With advance planning, costs 
may be saved while a film is being 
shot. If, for instance, six com- 
mercials are planned it may be 
possible for the director to do all 
the exterior shots for the whole 
six, in one day and on one loca- 
tion. Otherwise a special trip has 
to be made each time one or two 
commercials are decided upon, 
with a marked rise in costs as a 
consequence. ‘The larger the 
batch of commercials that can be 
approved and ordered at one time, 
the more economical the whole 
department will naturally be. 

The TV film commercial is 
going to be one of the greatest 
yelling media ever. Directors of 
these films should regard them- 
selves, and be regarded as, im- 
portant people in the industry. 
Theirs is not hack work, but a 
highly creative function. The 
director of a TV commercial is 
the spearpoint of the agency's 
7V endeavour. 


Portsmouth’s 


Vital part in 
Comet production 


ORTSMOUTH |, play- 
ing an important part 

in the battle by the British 
aircraft industry to achieve 
world supremacy in civil 
aviation. To gain this lead 
in equipping the world’s air 
lines with British planes, 
a great deal depends on the 
This is 


factories 


only 


one 


Comet jet airliner now 
coming off the production 
lines. The De Havilland 
factory at Portsmouth em 
ploys 2,400 aircraft workers 
and they are constructing 
sections of the Comet 
fuselage, tail fins, elevators, 
ailerons and cabin bulkheads 


of Portsmouth's 


giving regular employment 


in addition to the Royal Dockyard. 


Evening News 


PORTSMOUTH 


GOES RIGHT INTO THE HOMES OF THE WORKERS AND IS 
THE CITY'S OWN EVENING NEWSPAPER 


LONDON OFFICE : 
85 FLEET STREET, LONDON, E.C.4. Telephone CENtral 2845 


Another job well done by. . . 


4 
décor ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 
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Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES OF WEEKLIES 


Eight papers 


circulating 


in the prosperous 


residential and industrial territory of North West 


Kent 
CHISLEHURST, 


Intensive coverage in BROMLEY, SIDCUP, 
ELTHAM, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


80,471 


NET SALES A.B.C. 
FOR YEAR ENDING 31 DEC 1952 


Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 3077-8-9 


London Office : 
Bank Chambers 
329 High Holborn, W.C.! 
Tel. HOLborn 2730 


PIGS 
AND 


POWER PLUGS 


Electric current is 
spreading throughout 
Leicestershire and up- 
to-date Farms need any- 
thing from light bulbs 
to washing machines. 


Electrical Appliances are a 
good market in the 


LEICESTER 
ADVERTISER 


SHOP WINDOW 
of the County-folk 


Largest Circulation 


in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 


A House 
Goes UP 
The Tenant 
Goes In 
And So Does 
THE 
Rugby Hdvertiser 


Friday (20,080 A.B.C.) 3d. 
Tuesday (3,627 A.B.C.) I4d. 
DAVID L. CLACKSON 


London: 80 FLEET STREET, E.C.4 
Phone : CENtra!l 2626 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 


London: George Jackson, 
Clifford's Inn, E.C.4 HOL 31! 


Founder Member London Suburban 
and Home Counties Press Group 
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IDEA FOR WEEKLIES AD. MEN 


News presentation for 
stafl recruiting ad. 
By WILTON EVAN 


pape links May be 
forged between local industry 
and weekly mewspapers. by 
studying the requirements and 
proodiems Ol Olg Litms in DiS ulea 

their house magazines are a 
useful guide-the advertisement 
manager may be abie to suggest 
fresh scope tor their advertising. 

Phat such opportunites exist 
was again demonstrated by an 
unusual! approach to the proolem 
of local recruitment of technical 
personne! adopted by the Piessey 
Co., Ltd., IHford, in last week’s 
issue of the /lford Recorder. 

A full page was dominated by 
a banner headline in which em- 
phasis was on the local interest 
angle. The main article opened 
with appreciation of the import- 
ance of Ilford in industry. Con- 
tinuing to describe, with the aid 
of two half-tones, a new acro- 
nautical establishment recently 
inaugurated by Plessey, it under- 
lined the sense of achievement felt 
by employees there. 

Flanking this were subsidiary 
articles, also with an aeronautical 
flavour, each of which aimed 
at inspiring a desire to be asso- 
ciated with this industry. Fill up 
paragraphs of local news with a 
bearing on the social activities of 
the company were calculated to 
demonstrate the facilities of the 
sports and social club. 


Ad. within 
an ad. 


A 9-in triple space bearing 
the Plessey trademark stated the 
company’s willingness to receive 
applications trom experienced en- 
gineers and skilled draughtsmen, 
and included a coupon requesting 
an application form, 

An 8&-pt. line at the bottom of 
the page made it clear that this 
was an announcement of The 
Plessey Company. 

Ihe space was taken, and the 
page conceived and written for 
Plessey by their agents, Roles & 
Parker, Ltd. 


* + * 


SEEING pictures in the fire is a 
pastime which few advertising 
men have time to indulge. — Per- 
chance, however, it was thus that 
the advertisement manager of the 
South Yorkshire and Rotherham 
Advertiser had a bright idea? 

The Advertiser scored, heavily, 
with a composite page on con- 
tinuous burning fires, supported 
by display advertisements from no 
fewer than 16 lighting and heat- 
ihe speciaists 

The editorial 
informative, 


was newsy and 
and included an 


NEW ENGINEERING PROJECT 
FOR WLFORD .. ips od 


a0 


RULE ORITANIIA 


~~! 


The “editorial” is aimed at inspir- 

ing a desire to be associated with 

the industry. The 9-in. triple at 

the foot of the page calls for 
action. 


artist’s impression of a typical 
pit-head in South Yorkshire. 


Editorial is 
cement, not jam 


Such a simple idea, wasn't it? 
And yet, though all-night fires are 
being heavily advertised in weekly 
newspapers, this was the first 
composite page I have spotted. 
There may have been others—but 
I doubt if any have been organ 
ised more efficiently. Here the 
editorial dovetailed conveniently. 
It held the page like cement, 
instead of being obvious “jam” 
around the “pill.” 


i. * * 


WHEN Brenda Ackley passed 
her first examination in pianoforte 
the band began to play at Ashton 
under-Lyne, for the congratu- 
latory note is a popular feature 
in the classified columns of the 
local Reporter. 

Mum and Dad went on record 
with their congratulations adding 
their gratitude to Mrs. J. Goodall; 
Grandma and Grand-dad inserted 
their felicitations (and their love); 
while Auntie Annie, Uncle Arthur 
and Barbara were no whit behind 
in swelling the plaudits. All of 
which meant an extra guinea to 
the Reporter's revenue. 

Here. surely, is an idea which 
merits consideration Many 
patients wish to publicise their 
thanks to hospitals and nursing 
homes, as well as to teachers of 
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ballet and elocution. Manifold, 
indeed, are the opportunities for 
congratulations from becoming a 
nonagenarian to winning a cup al 
the local rabbit show. 

Incidentally that post-war rarity 
“House to Let” recently appeared 
in the Reporter. Would-be tenants 
had to apply, with testimonials, 
to a local cleric. And the 
Reporter had a first-class news- 
story about the avalanche of ap- 
plications. 

cm * * 

AMONG the latest to join the 
ranks of the centenarians is the 
Wexford People. 

A 16-page special centenary 
edition contained a reproduction 
of the first issue. 


100 copies 
per hour 


When the paper started it was 


printed on a hand press at a 
speed of 100 copies an hour, Now 
it employs 120 and its rotary 
press, with an output of 30,000 


copies an hour, prints six papers 
The Wicklow People. New Ross 
Standard and Enniscorthy 
Guardian are in the same group. 
A large calendar supplement 
was given away With the centen- 
ary issue giving dates of fairs and 
other useful information. 
* * * 
its formation last March 
nearly 2.000 boys and girls have 
joined the Young Folks Road 
Courtesy League sponsored by 
the Accrington Observer. During 
the same year accidents to chil- 


SINCE 


dren under the age of 15 were 
more than halved. 
* * * 
Some Do's and Don'ts for 


people who order print appear on 

a memo pad produced by the 

Blackburn Times 
Here are two of each from an 

admirable selection: 

Do allow the printer time for 
thinking. After all, you want 
thought put into the work. 

Do accept for a small-run job a 
size that will cut economically 
from a stock size paper. 

Don't forget that a firm with a 
reputation to consider is doing 
itself no good by commission- 
ing and using cheap looking 
printing 

Don't save up your corrections for 
the page proofs. If you must 
make them, try to make them 
on the galley proofs. It is 
kinder to the printer and to 
your pocket. 

* * * 

Wuite many local weeklies are 
just beginning to think about the 
Coronation, the J/sle of Man 
Weekly Times must feel in the 
thick of it already. The largest 
trade exhibition the Island has 
seen for over 30 years took the 
form of a Coronation Exhibition 
Although the stands could have 
been let many times over to big 
English firms, they were largely 
reserved for Manx companies 
The Weekly Times ran unusua'ly 
large advertisements from some 
of the exhibitors, 

Some weeklies 


are publishing 


Coronation cartoon strips in their 
section, 


children’s 


and the 


Croydon Advertiser is sponsoring 
a competition in which children 
have to paint or draw pictures 
with a loyal motif. 

The Cambridgeshire Times will 
publish an illustrated brochure 
incorporating the official pro- 
gramme of celebrations at March. 
On May 30 the Banffshire Herald 
will produce a special souvenir 
programme listing all local events. 
(Already this mewspaper has 
printed and issued free a Corona- 
tion calendar.) The Cumberland 
News and its associated weeklies 
the Penrith Observer and the 
Workington Star will contain a 
Coronation supplement in which 
special advertisement spaces will 
be offered. 

To help forward the Salford 
Coronation celebrations, the 
Salford City Reporter is organis- 
ing a competition to find the No. 
1 Coronation Personality Girl in 
the district. Prizes will include a 
free holiday, day dresses, evening 
gowns, underwear sets, cosmetics, 
jewellery, perms, and other items. 

* * * 


THE 
have 


BEST advertisements- we 
been told since advertising 
began catch the eye, hold the 
interest and (most important) 
make people do something. 

By these standards a recent 
half-page for a local laundry in 
the East Kent Times was a winner 
all the way. It was simply a busi- 
ness card style Message announc- 
ing several improvements in their 
service and urging readers not to 
be left out. This was centred and 
surrounded, at intervals, by rules 
forming oblongs and becoming 
progressively thicker up to 12 pt. 


Attention 
and action 


It was an eye-catcher all right 

in fact it tugged at the optics 
The message was so brief the 
attention could not wander. And 
as for action? Well, my secretary 
pounced on it. “All those 
straight lines are ideal for prac- 


fising with a sewing machine.” she 
explained. 
Hardly the action the Advance 


Laundries expected—but then she 
1s Outside their collection area 
Another notable half page in 
black and red appeared in the 
North Berks Herald when a fur- 
nishing store used the red as a 
sun in the top left hand corner 
with its rays dividing their various 
offers. Prices were also in red 
* * * 


IN ADDITION to the heavy petrol 
campaigns in connection with the 
return of branded petrols, motor 


battery publicity has also sud- 
denly leapt into the limelight. 
Extensive advertising has been 
launched by several manufac- 


turers announcing new features in 
their products 

he Grimsby  News-Pictorial 
made good use of a 44 in, dic. ad 
for the new Silver Exide hattery 
Round it they built a full page 


of ads. from local garages and | 
dealers. In the centre of the page 
was the advice that “The wise 


motorist buys his batteries from 
the local garage.” In all 42 local 
garages were represented on the 
page. 


ADVERTISER'S WEEKLY 
a 


1 
For less than 32d. per inch 
per 1,000 copies sold 


Che 
Walsall Observer 


provides a perfect medium for 


TEST CAMPAIGNS 


with “ Saturation ’’ Coverage of the compact 
Walsall Area, high readership response, 
and along “‘life’’ in the home. 


TOTAL NETT SALES (Jan.-June, 1952) 


43,495 ws 


Full details of rates and special positions 
S. F. RICHARDS, 
Advertisement Manager, 
Observer Buildings, 
Walsall 2137. 


avatiable from 
P MOON, 

134. Fleet Strect 
London 

Central 3913 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50, 134 weekcy (as.c) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CeNtra!2626) 


CANNOCK — 


ADVERTISER 


Covers the Whole of 


be at nea 
R 65,000 


CANNOCK CHASE [0 


STAFFORDSHIRE 
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ADVERTISER’S WEEKLY 


‘Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For Multilith and Rotaprint Users 
The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- 
BILITY—which is the kind of service that Strand 


Litho has been consistently giving since 1936. At ' 
Strand Litho every department is planned to handle TERM I N U S 
your platemaking with smooth efficiency, from 


idea to finished plate. So to be sure of quick, 2691 /4 


friendly, personal attention to every detail... 
phone Strand Litho. 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD LONDON €.¢.f 


Rathbone 


THE 
LOCAL 
GOVERNMENT 
CHRONICLE 
is READ} weekly by the Men 
who Matter in Municipal Affairs 


Rate Card and specimen copy from Advertising Offices 
21/22 Grosvenor St., London, W.1. Tel. GROsvenor 7452/3/4 


GPO NS A 


FOUNDED Hows - 


to-day the most authoritative textile journal in the world 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


EMM OTT & CO. LTD. 31 KING STREET WEST MANCHESTER 3 
London Office: 50 Temple Chambers, Temple Av., London, E.C 4 


A.B.C, 23,213 
The | 


Largest circulation 
CANINE MAGAZINE 


SILK SCREEN 
m PRINTING 


DOGS’ BULLETIN The methods and applica- 

° tions of this useful 

commercial process are 

tenn ee oe a explained in the March 
wees TT issue of 


Tel; CITy 5906 38A ART & INDUSTRY 


ne Other articles include: Ad- 


ane 7 vertising that Advertises, 
ere ° Coronation Modelling from Sheet, The 
foe Enlargements 


Ellipse in Practice, 3s. Monthly 


for display purposes 36s. a year post free. 
are available from 
TY From all ‘newsagents, published by 
m a, The Studio Ltd., 66 Chandos Place, 
” price-tist free London, W.C.2 


Brownlow Rd. W.13 
EALing 269! 
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CLASSIFIEDS 


Fepruary 19, 1953 


CONVENTION 


‘Paper takes on special 
responstbility’—BEATRICE WARDE 


2 HEN I'm sent a news- 

paper that I’ve never seen 
before, what tells me most 
about that paper's attitude to 
its own readers and how it 
‘feels’ about its own com- 
munity? Is anything so re- 
vealing as how it acts about its 
classified ads. and how much 
it cares about their appear- 
ance?” 

That is how Mrs. Beairice 
Warde, of the Monotype Corpo- 
ration, presented her “creden- 
tials as a believer” in classified 
advertisements at the Birming 
ham Convention on Tuesday 

She continued: “They are old, 
these small ads., old and wise in 


Office procedure 


(‘Seeeeeeessen, 


Continued from page 322 


metal sent to the proofing ran- 
dom, the proof placed with the 
copy inside the envelope and the 
whole sent by copy carrier to the 
reading 
room, The 
head reader 
checks off 
the “take” 
number on 
this “‘take- 
sheet” and 
gives the 
“take” out 
for reading 
The cor- 
rected proof 
is sent down 
to the com 
posing room 

At the end 
of the day the 
pieces of copy, in classification 
order, are sent down to the paper- 
markers Where they are arranged 
inside folders, marked with the 
classification heading The 
copies with orders attached 
remain in these folders until the 
requisite: number of insertions 
have been given and, on expiry, 
are sent to the accounts depart- 
ment for invoicing. When that is 
complete the copy is returned to 
the classified department for filing 
by expiry date and classification 
order. 

“The copy carrier.” said Mr 
Hayes, “is a simple device which 
our works director brought back 
from, I think, the New York 
Times office. Unfortunately, it is 
not made in this country and we 
have had, therefore, to make it 
ourselves. It consists of a com- 
position belt running inside a 
curved, polished metal _ strip. 
which can be arranged so that 
the actual ‘take-envelopes’ or 
individual pieces of copy can be 
posted through a letter-box open- 
ing 


Frank Hayes 


human affairs. They aren't just 
sguare-inches that have been 
sold to somebody to fill as he 
likes. They are announcements 
for which the paper takes, and 
visibly manifests, a special re- 
sponsibility: by setting them in 
the sacrosanct body type of the 
paper, and by actually ‘editing’ 
them—helping where necessary 
to draft them, scrutinising them 
for libels, obscenities, rackets and 
criminal communications in code 
In short the classifieds are, and 
have always been recognised as, 
special kinds of news: charged- 
for by the line, of course, but 
significantly enough varying in 
their cost according to the news- 
value of that group to the 
reader.” 

Having thus established her 
credentials, Mrs. Warde turned 10 
the “physical form” of small ads. 

“Newspapers,” she said, “have 
always had their own ideas about 
how advertisements should be 
displayed——by their own com- 
positors. It isn't their fault if 
modern advertisers come along 
and alter the whole connotation 
of the word ‘display. All this 
helps to explain the otherwise 
inexplicable feebleness and look 
of compromise in certain columns 
of technically classified ads. in 
many small papers: notably those 
advertising grand dances, whist 
drives, ete. 


Contemporary 


“Contemporary small ads. fre- 
quently perpetuate the 18th cen- 
tury traditional style of full 
column with = 2-line _ initial 
though hardly ever do they now 
set the first line in a size larger 
roman, as was the original cus- 
tom. The traditional style can 
be as charming as it is in 
The Times, or as wrong-looking 
us it is when sharp-cut 2-line 
initials combine with a roman of 
that group of gross and coarse- 
looking faces called lonic—-and 
with classification lines in some 
mangy Grot 

“Or they can be set in the 
newer style, without 2-liners but 
with all lines after the first in- 
dented and the major words 
emphasised in bold. Here again 
the effect can be pleasant or 
dreadful according to the way it 
is done. If the bold is an ugly 
Grot, the whole column is going 
to look like a duet between a 
crow and a cuckoo. If it com- 


bines Claritas, that tour de force 
cf microscopic elegance, with a 
bold Grot you get the duet be- 
tween a crow and a canary. If 
the down-strip of white formed 
by the indent is a hair’s-breadth 
too wide or too narrow it does 
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30 extra lines per column— 


Introduction of Claritas 
is biggest typographical 
advance of recent years 


not look right . to anyone 
who has seen how the (London) 
Evening News has triumphantly 
solved these problems of the cata- 
logue-style or indexed classified. 

“There you see Claritas com- 
bined with its own } fat related 
bold, with an indentation arrived 
at by scientific experiment; and, 
what is important in this style, 
with editorial suasion put on the 
advertiser to start off the copy 
with the identifying word 
(accountant, boilermaker, what- 
ever it is) like any other cata- 
logue that is arranged in alpha- 
betical order.” 


Traditional 


Mrs. Warde then turned to 
“the most famous classified page 
offered by any newspaper in the 
world’—-The Times. Here was 
traditionalism at jts lively best, 
she said, and continued: “What 
is new about it since the war is, 
of course, its use of the Claritas 
size, 4} pt. on 5, of the famous 
Times New Roman_ face—the 
only face ever designed to meet 
the exigencies of newspapers 
(smal] sizes and narrow columns) 
with elegance and distinction as 
well as functional efficiency. 

“The wonderful thing about 
Claritas is that you can actually 
read it without a_ magnifying- 
glass, which would not be true 
of any other design 1 can think of 
in that size. 

“In other words, it is an ex- 
pedient devised to meet the com- 
bination of the shortage of paper 


and extreme pressure on the 
space. 

“Ie is relatively wide: the 
paper is not giving away any 
free extra letters to the line. 
But it accommodates 30 extra 
lines to the column at 10s. a 
line which makes this the most 


important single new develop- 

ment in classified ad. typo 

graphy in recent years. 

“IT am not recommending its 
universal adoption. Indeed, with 
pressure on space now relaxing 
in many papers, and newsprint 
not so scarce, the problem is no 
longer simply one of getting 
quarts into pint pots but one of 
letting a little air into classified 
sections or even  dramatising 
them with more effective cross- 
heads or classification groups. 

“How about reverse lettered 
cross-strips, white on toned grey, 
to sienal the categories? 

“I should commission an artist 
to design symbolic pictorial cross- 
strips as well as a really charm- 


Beatrice Warde 


ing general heading for the words 
‘Classified Advertisements.” 

“| would find room for some 
thumbnail daily ‘editorial’ para- 
graph in each issue, Mr. Cuth- 
bert style, about the history and 
importance of small ads. 

“| should of course find that 
| had not enough staff to spare 
a man to redraft every ad. in 
more vivid style, so I should pay 
a} the more attention to the 
leaflet that would be handed to 
each advertiser to show that my 
paper cared about making his 
bold investment of 12s. pay divi- 
dends. 

“I should also offer a prize to 
the English classes in the local 
secondary schools, for the best 
exercise in re-writing a clumsily- 
worded classified ad. so that it 
would sing or bite something 
home in 12 memorable words. 

“| should plant an occasional 
provocative ‘personal’ amongst 
the dull ones, until the com- 
munity caught on to the fact that 
there 1s still one medium in which 
anybody can blow off steam at 
so-much a line 

“| should also see that an occa- 
sional announcement appeared 
in code—on the understanding 
that the code had been submitted 
along with the copy and that the 
copy was satisfactory to the paper 
and to Scotland Yard 

“| should try to bar out job- 
bing and what you might call 
semi-jobbing types from the 
classified columns, though many 
special cases might defeat me.” 


Human 


Mrs. Warde recognised that 
these things would only be done 
in a small provincial weekly, “for 
there alone can a person with 
typographic imagination — plan 
effects in terms of days rather 
than of hours or minutes.” Be- 
sides, that kind of paper had a 
chance to think on the human 
scale. Its editor knew very well 
that whatever Fleet Street might 
say about what constitutes news, 
it will always be true in the local 
paper that “Dog bites town coun- 
cillor” ranks in news value far 
ahead of “Londoner bites dog.” 

“The classifieds,” she con- 
cluded, “are essentially human 
scale advertisements. Every other 
sort of ad. has to tack on the 
pitiful phrase This means 


comes 
mean 
graphic 


whispering “This 
me. Your whole typo- 
object is to make him 


say that the moment his eve falls 
on the classified sections.” 


you, | 
But to the small ads. the reader | 
might | 


“SYSTEM” 
Desk Diaries 


A selection of Daily 
Desk Diaries which will 
serve you faithfully every 
working day of the year. 
They show you instantly 
all appointments, record 
items for future atten- 
tion, remind you of jobs 
to be done and matters 
to be attended to. 


Write for leaflet to 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 


You see it all at a glance 
in the air view. 


Aero Pictorial Ltd 
137 KRegent Sireet 
London, W.1 


Specialists in Aerial 
Photogruphy 


Cover all parts of the 
country 


DOASPLAN 
SILK SCREEN 


SSOCIA 


€us row /4/6- 


VISIT OUR 
CORONATION 
DISPLAY 
SHOWROOM! 


KING-GANTEAUME PRODUCTIONS Lta 
STRIP CARTOON 
SPECIALISTS 
Advertising * Editorial 
Comic Books: Periodicals: Novelties 


2 NOTTINGHAM ST., W.! WELbeck 3943 
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ADVERTISER'S WEEKLY 


@ LUTON @ AYLESBURY 

@ DUNSTABLE @ WATFORD 

@ HITCHIN @ RICKMANSWORTH 
@ LETCHWORTH @ HARPENDEN 


@ STEVENAGE 
@ BALDOCK 


@ BLETCHLEY 
@ LEIGHTON 
BUlZ 


Some of the important 
Industrial & Agricultural 
centres covered by the 


HOME COUNTIES 
NEWSPAPERS GROUP 


Of eleven individual newspapers 
circulating throughout Beds, 
Herts and Bucks, with a 
weekly A BC netsaleexceeding 


126,500 copies 


45/- 


Rate Cards for individual 
papers on application 


TRADE 
FLAT 
RATE 


; nae 
INCH 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, EC 4 Central 1960 
Head Office: MANCHESTER STREET, LUTON 
Phone: Luton $050 


Advertisement Manager; C. W. Gilder 


LONDON 
LITHOGRAPHIC CO. 
CHROMO POSTER 
SPECIALISTS 
ANY SIZE 
Can accommodate a few fur- 
ther contacts to reproduce 

first-class — posters. 


pply Works 
Ba) CAMBS SRWELL ROAD, 
LONDON, $.E.5. Rodney 3754 or 
Central Office 
HAMPDEN HOUSE, 84 KINGSWAY, 
LONDON, W.C.2 
Holborn 0383 ref. R.B. 


BY PRACTICAL 
ENGINEERS... 


| 


Pe Whilst « true that we 
specialise im high quality art 
work for technical account 
we are also well know? 
for the excellence of our 
general art Our service 
efficient and prompt 
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ADVERTISER'S WEEKLY 


on 


BUSINESS 


introduces 


Facts and figures 
that matter... 


presented to policy-making executives 
in easy-to-read, easy-to-compare form 
... with the emphasis on trends. 


This is the policy behind a new- 
style economic service for industry, 
entitled PROSPECT, which is to be 
presented as a supplement to 
BUSINESS, Journal of Management, 
in April, and thereafter monthly. 


Salient figures will be given both in 
tabular form and in a wealth of 
charts. In addition, PROSPECT will 
publish each month three exclusive 
index figures: 


@® PROSPECT INDEX OF PRO- 
DUCTION — showing long - term 
trends in industrial output. 


@ PROSPECT INDEX OF PUR- 
CHASING POWER — showing 
month-by-month variations in con- 
sumers’ ability to buy. 


@ PROSPECT INDICES OF 
REGIONAL TRADE — showing 
month-by-month variations in the 
state of trade in the Home Market. 


PROSPECT will be provided at 
no extra charge to BUSINESS sub- 
scribers» who now total more than 
12,500 (A.B.C.) every month. 


PROSPECT offers a valuable 
medium for banks, insurance and 
finance houses, publishers appealing 
to the businessman, and all advertis- 
ing and selling services. Write or 
‘phone for a dummy of the new 
supplement, to 180, Fleet Street, 
London, E.C.4.  CHAncery 8844. 


BE FORWARD-LOOKING, TOO 
BOOK SPACE IN 


PROSPECT 
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Brian Hilton spotlights 


FeBRUARY 19, 1953 


A house organ’s 
‘floods edition’ 


nit Construction Co. are a 
large building company. 
One of their sites is in Essex, 
and many employees were 
affected by the recent flooding. 
‘As soon as news was received 
the directors decided to open a 
distress fund. Gavin Starey’s 
Industrial Liaison Ltd. were 
called in and produced a special 
edition of Unit News to be 
circulated on all sites on the 
next pay day (which in the 
building industry happens to 
be on Thursday). This left 
very little time, but a four-page 
special edition was produced 
in exactly 72 hours to reach 
every one of the company’s 
4,000 workers in time for 
them to make a contribution 
to the company’s own fund. 
’ * * 
S the American journa! 
Fortune is not easy to get 
in this country | propose to 
summarise some of the findings 
in its recent survey of company 
magazines. 

Fortune asks whether the 
house magazine does a real job 
of communication between 
management and employee, 
and is doubtful about the 
answer, for two reasons. The 
first is that chit-chat still con- 
Stitutes the main content of 
the staff journal. The second is 
that stall magazine editurials 
preach. 

The conclusion is drawn that 
employees do like chit-chat, and 
if it is dropped they demand its 
reinstatement, Also that the 
problem of presentation of the 
material the employer wants to 
go into the house organ has not 
yet really been solved. Indeed. 
Fortune seems to think that the 
problem of deciding what should 
go in is less difficult than the 
problem of deciding how to pre- 
sent it. “A sledge hammer 
wielded from a pulpit won't drive 
home the points management is 
trying to make.” 

Much wordage is devoted to 
this question of presentation, but 
the sentences mostly end in ques- 
tion marks! 

* * * 

Our oF 60 companies studied 
one third are reported as giving 
strong arm treatment to the build- 
ing of morale through propa- 
ganda for the American way of 
life; one third made no attempt 
to persuade but said they pre- 
ferred to let the facts speak fo: 
themselves; and the remaining 
third used propaganda deliber- 


ately, but, they claimed, subtly 

Fortune thinks editors ought 
to answer questions from 
employees frankly, even though 
ihe answers might occasionally 
put the company in an unfavour- 
able light The alternative is 
that employees put More trust 
in the grapevine than in the 
journal 

* * 

ON THE question of status of 
industrial editors, Fortune ts 
critical, pointing out that of 900 
editors of staff journals three- 
quarters have held their jobs for 
five years or less, 60 per cent 
spend half or less of their time 
on the house organ, and only one 
in six is a full-time editor; for 
60 per cent getting out the house 
organ is a one-man job, less than 
a third have previous news or 
feature writing experience, and 
75 per cent are paid less than 
S00 dollars a month. 

Two Transatlantic organisa- 
tions, the House Magazine Insti- 
tute and the International Coun- 
cil of Industrial Editors, ¢om- 
pleted their own surveys in the 
latter part of 1952. Findings 
vary considerably, but both sur- 
veys indicate that 19 per cent of 
editors have no planned budget 
but have to keep within reason- 
able bounds. 

* * * 

HE true journalist sees a 

story in everything. By this 
standard the editor of The House 
of Whitbread is a true journalist. 
His roving eye lights upon news 
stories all over the place, and he 
gives them a twist that relates 
them to the activities of the 
famous brewers 

For example, his winter issue 
includes a story on the Potteries, 
one on the film of “The Pickwick 
Papers,” another on the film 
“Limelight.” and yet another on 
the film “Innocents in Paris.” It 
almost seems that if Whitbreads 
had not existed, the film industry 
would have had to create it. 

The House of Whitbread is one 
of those lush, glossy magazines 
which are obviously not kept on 
short commons. It is also one of 
the few that uses Caslon for 
headlines as Caslon should be 
used—without frills. In short, it 
is a journal that contrives to be 
orderly without being dull, and 
interesting without standing on 
its head. 

* + * 
UND Humphries are arrang- 
ing an exhibition of house 
and works magazines. 

Editors of such publications 
are invited to submit covies for 
inclusion. These should be sent to 
Herbert Spencer, of Lund 
Humphries, together with particu- 
lars of the size and nature of the 
circulation, method of distribu- 
tion and any other relevant facts. 
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.. « but how well it 

speaks depends upon the 

hand that guides it. Here at Wright 
Arts we have collected a team of 
visualisers, chosen for their ability to 
speak clearly —cleverly if needs be— 
with their pencils, And first class 
finished artists to support them. The 
result is a new studio for Advertisers 
and their Agents, able to provide 

an especially high standard of design 
in a single column or a full page, 

a leaflet or booklet, a showcard 

or an exhibition stand. 


49 OLD BOND STREET 
WRIGHT ARTS LIMITED LONDON W1 


Telephone 
RiGent 1911 
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Shooting sponsored 


films in Africa 


W. Hugh Baddeley and E. J 
Chard, two of the directors of 
Gateway 
are now on a two-month African 
tour to obtain material for three 
16 mm. sponsored productions. 

In Uganda they filmed shots for 
the Uganda Electricity Board's 
“The Uganda Hydro Electric 
Scheme” —a complete film record 
of the construction and manufac 
turing of all equipment for the 
Owen Falls Dam, Commissioned 
in 1949, this film is expected to 
be completed next year. 

In the Belgian Congo, shooting 
is now being carried out for two 
clients, the Baptist Mission, and 
the Salvation Army. This will be 
Gateway's fourth production on 
16 mm. stock for the Salvation 
Army, 


’ e . 

Securing world-wide 
. . 
publicity 

A novel scheme to attract world- 
wide attention has been ane by 
Weston-super-Mare. Recently, Ald. 
George Bosley, chairman of the 
publicity committee, appealed for 
names and addresses of friends or 


relatives of local people in other 
countries, Now, as a result, town 
guides and folders advertising 


North Somerset have been sent to 
people in U.S.A., Canada, French 
West Africa, Australia, British 
Guiana, Switzerland, South Africa, 
Last Africa and New Zealand. 
With cach went a letter signed 
by the Mayor stating: “It is hoped 
the views will remind you of happy 
times spent, or delights sull to be 
encountered, im this corner” of 
England.” 

Edward 
public 


Turner, publicity and 
relations officer, says the 
scheme set out to use relatives and 
friends of Weston-super-Mare resi- 
dents as unofficial ambassadors 
abroad, 


Window display 
winners 


Prize-giving in the window display 
competition erganised by ‘San- 
forized" Service in collaboration 
with Metro-Goldwyn-Mayer's film 
Singin’ in the Rain,” took place in 
London. 

First 
Paris, 
Kaye, 
London, 


prize of £100, a trip to 

and a silver lion trophy, L. 
Wholesale Supply Stores, 
N.19; second prize, £50 
and a silver lion trophy, T. H. 
Gauchwin, Affleck & Brown, Man- 
chester; and third prize, £25 and a 
silver tion trophy, C. A. Webb, 
London Outtitters, Dover. 


Entries were judged by G. Plante, 


Young & Rubicam, 
Ingles, Pentagon 
Lid., R. A. Lee, 
Mayer, and W. J. 
forized” Service, 
prize-giving, 


New premises 


Chamberlins Signs & Displays 
Ltd., Ipswich, have moved to new 
premises in Crown Street, 

Comprising an office and show- 
room on the ground floor and 5,000 
sq. ft. 
second floors, the premises will ac 
commodate new silk screen equip 
ment to handle work placed by 
Chamberlin’s parent company, Mi! 
& Rockleys Ltd., Coventry 


ae. D.. T. 
Design Services 
Metro-Goldwyn- 
Fenwick, “San- 
present at the 


Film Productions Ltd... 
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| Exhibitions « Displays 


| 


of workshop on the first and | 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER I5 


BLACKFRIARS 0856 


THE EARLY FIRM 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


Y doubless 


ART 


SERVICE 


(4 MENTISH TOWN ROAD LONDON. NW / 


moDEL 
MAKING 
\ DISPLAY & EXHIBITION 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.11 
Tel. Nos. Battersea 5300 & 4886 


COOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


plo7-Wal QUEENS ay, Ww 2> 


| 
\ Phone 


> BAYewater 


2291-2 


Animated Displays 


SCREENASCOPE 
AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 

Hong Kong Works, Exhibition Grounds 

Wembley, Middlesex. Wembley 5997 


Photographers 


Photographers 


PHOTOGRAPHIC 
PRINTS 


Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


VERY RARE! 
* photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures - 


A.C.K.WARE (ee 7-a442) LTD. 
28a Basinghall St.. London, £.C.2 


Mi Trepolitan VA30-7 


COLOUR PHOTOGRAPHY 


COLOUR TRANSPARENCIES 
COLOUR PRINTS 
COLOUR SEPARATION SETS 


PULITZER STUDIOS 


5 KENSINGTON HIGH ST., LONDON, W.8 
Western 2647 & 9592 


LONDON ART SERVICE 


(PHOTOCRAPHIC) LTO 


Chichester Rents 
ewe2 


hf Chancery ~ 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPY SERVICE « Phome HOL- BE6GD 


Established 1884 | 


40,000 norticutturAL 
PHOTOGRAPHS 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. Fa + & co. 
19 Chelmsford Road, WOODFORD, E.18 
BUCKhurst 0222 


Sonu tanta 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.l MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 5 Hillingdon Rd. 


Scretford, Manchester 
Longfor: 


Advertising Novelties 


CORONATION 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO.FANCY PRODUCTS To 
anulacturers 


a7 oe Lane, t 


ondon, NWS 
hooey Marmpscead S858 and Gladstone 6761 


Direct Mail 


Color atin 


Color Prints 
and 
Transparencies 


Creative Ideas 
for Advertising 


rupzaZzord 


DIRECT MAIL 
PUBLICITY 


needs expert attention 
| 
It pays to consult us 
Whether it is a complete 
campaign or a listing cover- 
| ing either a village or the 
whole world we can handle 


e it. | 
8 BREAMS BUILDINGS, E.C.4 NORMAN S. GHOSH ORGANISATION 
CHAncery 3416 (Dept. AW6), 26 Cumberland Street 
Stokes Croft, Bristol 2 
oo he. s 4 a 
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Commercial Artists 


Packing 


packaging folders ng sr 
te | 


layou 
Uno 


Al 
ry 61 CAREY ST.WC 2 
PHONE HOLBORN O771 


TWDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 8841 CHAncery 3506 


STOKES & DE MILLE 
STUDIO 
for London's finest 
FIGURE RETOUCHING 
7 Wine Office Court, Fleet St. E.C.4 
CENtral 6656 


Lettering 
Design 
Layout 


Packaging 
Booklets 
Folders 


FORUM ART SERVICE LTD. 
10-12 BURY PLACE, LONDON, W.C.I 


meee 0 


Signs 


M. C ROBERTS (0. 


RUST SQ., LONDON, S.E.5. ROD 3768 
. 


SIGNS & PICTORIAL 
SPECIALISTS 


D. 
SON & WATTS LT 
acrwont $T.,LONDOM, EC? 


ONer reh 7408 (ches 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.| 
CAN 246! 


Miscellaneous 


To 
Authors 
Publishers 
Advertisers 


DORIEN LwIGH 
LIMITED 
and 


W. F. MANSELL 


Have over 200,000 
prints in their pic- 
ture library 


Enquiries at CEN'6444 
4/7 Red Lion Court, E.CA 


Blocks & Dies 


GLO-LITE SIGN CO. 
221 Pentonville Road, N.1, 
TERminus 3829 
Neon, day and night electric box signs. 
Wood and metal letters, glass facias, 
etc 


1 — 1,000,000 Signs Supplied 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


Silk Screen Ser) ices 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WEMDELL RD. LONDON, W.I2. 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS et 


LICENSED DAY=-CLO PRINTERS 


DURHAM ROAD. LONDON.N.? 


ARCH Wary zea 


DISPLAN 
SAK SCREEN 
DESIGN 
EXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON W\ 


GLARARD 8236 


ASS it 


‘SUPAG GN 


42, HOXTON $Q., LONDON, N/. 
CLE. 2354 


(Continued on poge 363) 


ADVERTISER'S WEEKLY 


Study course in 


Norman castle 


Students at the third advertising 
course organised by the Institute of 
Incorporated Practitioners in Adver- 
tising will find themselves spending 
a week-end in a Norman castle. 

As it is hoped to attract many of 
the younger agency men and women 
from Scotland and the north of 
England, the course will be held, 
from April 10-13, at University 
College, Durham. The College is 
situated in part of the Castle, but, 
says R. Railton, Institute education 
officer, the building, though 
medieval, is warm and comfortable, 
being heated by a district heating 
scheme. 

Chairman of the 
will again be EF. Ward Burton, chair- 
man, LI.P.A. education committee. 
Members will include R. S. Caplin, 
C. B. Bagg, H. A. B. Lee, Howard 
Wadman, FE. M. Brown and a new 
comer, C. C. Knights. 


directing staff 


Television ads. 


quoted in Commons 


Copy from a Murphy television 
advertisement was quoted by Mr. 
™ Gammans, Assistant Post- 
master-General, im the Commons 
during a debate on television facil 
ties in Scotland. 

He said he had heard it suggested 
that the radio industry could easily 
carry additional demands caused by 
the opening of new transmitters, 

Any member who held that view 
should read the Murphy advertise- 
ments which stated: “If you want 
a television set in time for the 
Coronation now's the time to get 
one... Why the hurry? . . . There 
will be neither enough sets to go 
round nor cnough time to insti all 
the ones that are availat le.” 

Greeted by cries of “An adver- 
tisement,”” Mr. Gammans said: “If 
it is advertising it is pretty poor 
advertising for an industry which 
says it could carry this additional 
burden. They cannot have it both 
ways.” 


Coronation TV 
window displays 


An all-out drive to 
dealers to feature H.M.V. television 
sets in their Coronation window 
and interior displays is being made 
by E.M.I. Sales & Service Lid. 

Details of display material avail- 
able is being sent to retailers, One 
brochure lists particulars of manu- 
facturers of photographic displays 
Coronation wallpapers, Coronation 
emblems and other applicable dis- 
play material which “will combine 
very well with the special H.M.V 
display banners and showcards.” 

Later this month H.M.V. posters 
will be distributed to dealers. Blocks 
are being supplied for local press 
advertising. 

£1,000 in prize moncy 
offered in a Coronation 
display competition. 


‘Al Ordon’ 


Dr. Hannan Kh. Nasr. of Al 


encourage 


is being 
window 


Ordon, Amman, Jordan, in a letter 
to ADVERTISER'S WEEKLY, writes: 
Overseas Publicity and Service 


Agency Lid., of 29 Oxford Street, 
London, W.1, are our sole represen- 
tatives in Great Britain and no other 
Person or organisation in Great 
Britain has any authority to accept 
advertisement orders on our behalf 
or to hold themselves out to be our 
advertisement representatives.” 
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ADVERTISER'S WEEKLY 


SMALL AD. STARTS 
LONG TRIP 


"TurouGu answering an adver- 
usement in ADVERTISER'S WEEKLY 
a young man has landed himself with 
a job on a paper of which a great 
deal is going to be heard in the days 
to come. This is The Drum, which 
Jim Bailey, son of Sir Abe Bailey, 
has founded for the benefit of the 
non-whites of South Africa and else- 
where, and on which the Malan 
Government is keeping a wary eye. 

The young man is Don Litterick, 
who has _ been with Harold 
Munro Ltd. for ten” years, as 
london representative of Farming 
News. Mr, Litterick, who sails for 
South Africa next Thursday, tells me 
that The Drum has an audited 
circulation of 70,000 a month and 
carries a good deal of British 
national advertising. Nothing can 
stop the tide of literacy among 
coloured people in South Africa and 
elsewhere, he believes, and their im- 
portance as a market is constantly 
growing. The Drum is already read 
fur beyond the confines of South 
Africa. 

Incidentally, Mr. Litterick’s wife 
was formerly Miss Gladys Stockman, 
of R. S. Caplin Lid. Nearly a year 
ago, | showed a picture of her with 
a pet lamb that “adopted” her and 
her husband while they were on 
their honeymoon in North Devon. 


"THANKS (o the press conference 
held, on the initiative of Foote, Cone 
& Belding, by the Lord Mayor of 
London in the Mansion House last 
Friday, swift and widespread publi- 
city has been given to the Dutch 
Book of the Floods. 

Sponsored by the Dutch Pub- 
lishers Association with the backing 
of the Dutch Government the book 
may already be out in Holland by 
the time these words appear. 

FCB come into the picture as 
public relations agents for Newman 
Neame Ltd., who are publishing the 
book in this country——-the proceeds 
to be divided equally between the 
Lord Mayor's and the Dutch flood 
distress funds. 

In Britain, as in Holland, all sorts 
of people are helping magnificently. 
The British publishers are giving 
their services free in the sales and 
distribution organisation. 

Bookseller is distributing free in 
the next issue a window bill and 
order form; printing and paper for 
promotional literature are being 
provided free. Copies of the British 
edition will be distributed as soon 
as received, probably at the end of 
the month. For every 100,000 copies 
sold) in Britain approximately 
£10,000 net will be payable to each 
of the two funds. Containing 90 
pages of photographs, several pages 
of English text and a large map in 
full colour, the book will sell for 
only 7s, 6d 


ADVERTISING MANAGER’S CORNER 


Growing Pains 


When the anxious-looking chap opposite you in the 
underground suddenly lets out a groan and buries 
his face in his hands, don’t be alarmed. The 
sufferer is probably only an Advertising Manager 
having an attack of growing pains. 
all right when he took it on, but it’s started to get 
He can see now that the thing ts 


out of hand. 
beyond him. 


Already The Bend is looming ahead for this fellow 
So before he passes around, won't you 
stretch out a helping hand to him? 
tell him that Harris can take care of his troubles 
and lead him gently back to happiness again? 


creature, 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 
HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.I 


el.: REG 3295-6 


The job was 


Won't you 


Four tons of clay, 5 cwt. of armature, and any amount of elbow grease 
went to the making of this coat of arms, 10 ft. x 14 ft., at the Winston 
Clark Studio. Mr. Clark (shown here) was assisted by three other sculptors. 


* 


30 not out (1) 


Es ANYBODY as much entitled 
to call himself a Fleet Street man 
as A. G. Swatton, chicf space buyer 
of John Haddon & Co., Lid.? Let 
me stake out his claim for him. 
Son of a City policeman, “Archie” 
Swatton was born in Fleet Street 
in a building on the site now 
occupied by Jack Hobbs’ sports 
goods shop. He was christened at 
St. Dunstan’s-in-the-West, of which 
he subsequently became a chorister, 
and was educated for a while at 
St. Dunstan’s School at the corner 
of Fetter Lane. 

Having lived in Fleet Street for 
17 years he joined Haddon’s (a few 
vards away from the Street), where 
he met the lady who became his 
wife, and where he has now com- 
pleted SO years’ service. 

Mr. Swatton has seen a great deal 
of Fleet Street rebuilt, and remem- 
bers the time when the courtyard 
now occupied by Haddon’s, the 
Fleet Street Column Club (of which 
he is a member) and the Press Club 
consisted of tenement cottages and 
was called Bell's Buildings. 

Mr. Swatton has been on both 
sides of the space business. For 
some years he sold space for about 
a dozen publications which Haddon’s 
used to represent. It was after the 
first world war that he moved over 
to the buying side. So he should 
know all the answers by now. 

The presentation which Hugh T. 
Appleton, chairman and managing 
director, made to him on Monday 
suitably marked his golden jubilee 
with the agency. But his many 
friends in advertising and the press 
will be glad to hear that he is not 
thinking of forsaking Fleet Street 
just yet. 


30 not out (2) 


WHAT, would you say, is the 
biggest change in advertising over 
the last half-century? Louis Kauf- 
man, advertisement manager, Time 
& Tide, tells me of another answer 
made to this perennial question, 
made to him in a letter from J. K. 
Clayton, who recently retired after 
fifty years in advertising. Mr. Clay- 
ton thinks that the biggest change 
has been in the great diminution of 
consumer resistance. 

“In my early days in advertis- 
ing,” he writes, “it was an axiom 


* * 


that a good deal of patience was 
necessary in overcoming the con- 
servatism of the buying public, but 
once you had got them on your side 
you could count on them as friends 
for life. Whereas to-day the masses 
can be quickly swung on to a new 
line, and almost as quickly off it 
again. 

Mr. Clayton started in advertising 
as a junior with the Hovis Co., in 
Macclesfield; then became advertis- 
ing manager to T. Kerfoot & Co., 
Lid. (Vapex). He established the 
J. K. Clayton Advertising Agency 
in January 1925, 


Most of his life 
in advertising 


Hirap of the new firm of S. V. 
Burton Lid., designers and con- 
tractors for exhibitions, window 
displays, and showrooms, is a man 
who though only 44, has been in 
advertising for some 28 years. 
Mr. Burton entered advertising 
on the agency side before being 
given a job in the Evening Standard 
advertisement department by Sir 
Leslie Plummer, who was then 
classified advertisement manager. 
He stayed with the Standard for 
about ten years and then moved to 
City Display Productions when they 
were formed, staying with them till 
he went into the Army. Since the 
war he has been display manager 


with R. Fox Ltd. 
Contact 


WEEKS WISECRACK 


“Our marketing consult- 
ants have suggested we 
should throw the towel 
in so far as free gift 
trading is concerned.” 
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New group plan 
for Kent papers 


With the formation of Associated 


Kent Newspapers advertisers can 
now book space with one order in 
five papers in the East Kent area. 
he papers which the group 
covers are the Chatham Standard, 
the North-East Kent Times, and 
the Chathem, Rochester and Gil- 
lingham “News, all published by 
Parrett & Neves, Lid., and the 
Fast Kent Gazette and the Isle of 
Thanet Gazette, published by W. J. 
Parrett, Ltd. The companies are 
not being amalgamated but a sep- 
arate company 1s being formed to 
handle the affairs of the group. 


A reduced rate is being intro- 
duced to cover all papers in the 
group. 

As from next week the column 


width of the East Kent Gazette will 
be dropped from 12 ems to 11 ems. 
* * * 

Claimed to be the first national 
farming paper catering exclusively 
for the pig industry, the first issuc 
of Pig Farming wil! be introduced 
in the middle of May. It will be 
a monthly, retailing at one shilling, 
and there is a guaranteed minimum 
circulation of 20,000 copies. The 
type area will be 9 in. by 7 in. Full 
page rate will be £40 ordinary posi- 
tion and £50 facing matter. The 
first issue will have 48 pages. The 
publishers are Dairy Farmer Ltd., 
of Ipswich. 

* * + 

Starting next Thursday Time & 

Tide has planned a national adver- 


tising scheme of five weeks’ dura- 
tion designed to back the selling 
efforts of wholesaler and retailer. 


Preliminary spaces will be 11 im. x 
3 columns, after which 8 in. x 2 


column advertisements will be used 


for the remaining weeks. Papers 
include The Times, Manchester 
Guardian, Glasgow Herald, Scots- 
man, Yorkshire Post, Liverpool 
Post, Birmingham Post, Sunday 
Times and Observer. 
‘ * * 
This year’s annual Manchester 


Guardian Survey of Industry, Trade 
and Finance has been enlarged to 
128 pages. It will be on sale on 
March 3, price 2s., and will include 
articles on “British exports and the 
rate of sterling’ and “The Stock 
Exchange and the public.” 

& * * 

imes Weekly Review of 


The 7 
February 26 will include an illus- 
trated Survey of Northern Ireland, 


with an introductory message by 
the Minister of Labour and National 


Insurance, Major Ivan Neill, M.-P. 
The Survey will review trade 
prospects and will include articles 


on Ulster’s chief industries 
* ¥ + 
The spring issue of The Times 


British Colonies Review wil! be 
published on Tuesday, March 10, 
price 6d. per copy. 

* * * 


Grimsby News Pictorial is to pub 

lish a Cleethorpes edition. 
6 * * 

Ihe Manchester City News is 
making considerable use of colour. 
Last week the title linc was run in 
red The usual Gothic face was 
retained 

The main city edition dropped its 
eye-piece advertising and the title 


strip was condensed to the left of 
the page, leaving a bold news head- 
The North 


line space to the right. 


Manchester edition, which has z 
ways followed this format, ran 
colour on a_ line-stippled black 
background. The group believes 
the colour change provides a gay 
counter sales attraction, and pro- 
vides big possibilities for colour 
advertising. 

t present colour is confined to 
the city editions, the group's subsi- 
diaries Wythenshawe Recorder 
and Stretford and Urmston News 
retain black titling. 


- 


” * * 

On March 1, the 39th birthday 
of Efficiency Magazine, the publi- 
cation returns to its pre-war size of 
94 in. x 7 in. The type area re- 
mains the same, the editorial page 
has a change of layout, and the 
page headings are being dropped. 
A supplement reproducing four 
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Pee Services 


pages of the first edition will appear | 


in this issue. 
* 


First 
become 
Centre, 
graphers, is 
photographer, News Chronicle, here 


photographic journalist to 
president of the London 
Institute of British Photo- 
Barnet Saidman, chief 


seen being invested with his chain 
of office. 
* *” 

The Furnishing World, in its 
advance guide issue for the Furni- 
ture Exhibition, carried 168 pages 
of advertising of which S514 were 


colour pages (three in full colour). 
* ¥ 

A knitting supplement of  chil- 

dren's garments for spring and sum- 

mer will be included in the Nursery 

World for March 5, price 8d. This, 


in. itself, will give the same value 
as a Shilling knitting book, 
* * * 

Ihe Health and Strength 1953 


annual on sale early in March, will 
have over 70 illustrations, 128 pages 
ind a four page coloured cover. 

‘ ¥ ¥ 


An illustrated 16-page supplement 
on Careers in Industry will be given 
free with The Times of March 12 

, % * 

The Coronation Year Holiday 
Guide for Morecambe & Heysham 
has been printed by the Morecambe 
& Heysham Visitor. With a deep 
blue cover it contains many pictures of 
the attractions and also cf 
nearby Lakeland scenery 

* * * 

“We are the fastest growing news- 
paper anywhere,” claimed the editor 
of the Daily Sketch in a message 
to readers last week. 

* * *# 

The News Chronicle Racing 
Annual for 1953—a complete guide 
to the turf by Captain Heath and 
“Bookworm” will be published on 


resort's 


March 2. Its 152 pocket-size pages, 
include an cight-page art supple- 
ment. 


. 
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& Supplies 


Continued from page 36! 


General Printers 


Cut-out Letters 


Ta 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc 


LETTERPRESS 


Four Colour Proce 
Mlustrated Catalogues 


Brochures, et 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDSRD.,W.C1HOL 940) | 


j 


OFFSET 
COLOUR 
PRINTING 


. 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN LONDON N 22 
BOWES PARK 3802 


* Hicuest Quarry 
COMPETITIVE PRICES 


display 


lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16"-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W 3. Tel. FLA 6816 


THE CABLE PRESS 


OFFERS 


a first-class printing 
service for production 
ot 
CATALOGUES 
BROCHURES 


HOUSE JOURNALS 
SYSTEM FORMS 


The Cable Printing & Publishing | 


Co. Ltd. 
62 DOUGHTY ST., W.C.1. HOL 777! 


Periodical and General Printers 
| with day and night staffs have space 
for weekly magazine, black 
colour. First-class service with pro 
duction in London on modern plant 
Write (or phone City 3054) 
Manager 


PEVERLEY’S, 32 Fleet Lane, E.C 4 


or 


Sales 


ORDER DEPT 3 All Saints Road, W.11 
Tel. PARK 9431 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENCRAVING SERVICE 


~~ SCOTTISH STUDIOS ~~. 
( AND ENGRAVERS LTD ) 


DUSRIEN HOUSE 1% CLTOE 81 Giascow 


cry mers DUBRIEN GL ASCOW ~ 
nln 


Process Suppliers 


© 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical 
Small sample supplied on request 


THE S.D. SYNDICATE LTD. 


Westminster Bridge House 
121 Westminster Bridge Rd. London, $.6.1 


Telephone Telegrams : 

WAT. 7711 ESSOEECOP, 
(7 lines) LAMB, 
LONDON 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’s 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT the 40th Business Efficiency 
Exhibition, which will be held at 
Olympia from June 16-26, is to be 
opened by Sir Miles Thomas. 
* # # 
THAT F. 8S. MeKenzie, editor of 
the Maconochie Magazine, has been 
appointed honorary press officer, 
The St. John Ambulance Brigade, 
No. | (Prince of Wales's) District, 
Central ane. 
* 
THAT Beistod and District Oil and 
Hardware Association is to sponsor 
a full page composite advertisement, 
featuring spring cleaning, in the 
local evening newspapers. 
¥ 7 
THAT the Ayrshire Post Ltd. have 
opened a new office in Nile Court, 
Ayr, opposite their present premises, 
which will in due course be incor 
porated in the printing works. 
* * * 
THAT a new guide book to 
Limerick City ts published by the 
Irish and Overseas Publishing Co., 
Ltd., Dublin, and printed by The 
Kerryman Lid., Tralee. 
* * * 
THAT Pickersgill Publicity Service 
of Leeds took space im many 
northern papers last week to an- 
nounce that their clients John 
Smiths, the Tadcaster brewers of 
Magnet ales, had been awarded a 
first prize in the Brussels Inter 
national beer competition. 


THAT Ken Curtis, a director of 
Stewart Skingle Ltd., has been pre- 
sented by his wife with a son. 

* * * 
THAT E. J. Brisley, president of the 
West End Engraving Social Club, 
and a director of the company, wel- 
comed 120 members and friends to 
the annual dinner and dance of the 
club. 

* ” 


THAI Frank Coven, Associated 
Newspapers public relations man- 
ager, presented the Daily Mail 
challenge trophy for the best 
amateur film of the year to the 
Ickenham Film Society at the 
Institute of Amateur Cinemato- 
graphers’ 11th annual convention 
on Saturday. 

* * * 
THAT at the Coronation Press 
Ball at the Town Hall, Leeds, the 
central display which formed a 
proscenium arch over the orchestra 
was designed and provided by 
Nevin D. Hirst (Advertising) Ltd. 

* *” * 
THAT Gordon H. Proctor, media 
manager with Samson Clark & Co., 
Ltd., has been presented by his wife 
with a daughter. 

* ” * 
IHAT Tom Phillips Publicity Ser- 
vice have been appointed P.R.O.s 
for Mercury Sound Resendians Lid., 
who are recording this year’s Grand 
National. 


“TRACEY wien or WARE 
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A Champion 


nie 


na west 


Sales Puller ! 


Dog (ully modelled and moulded in Rubber. 
134” high overall. A life-like model of this P 
famous all-time winner, the Cocker Spaniel, Send to-day for 


Tracey Witch of Ware. The clay original 
was personally approved by her owner, 
Mr. H.S. Lloyd. A realistic Pytram display 


your copy of the 
illustrated Pytram 
Folder on adver- 
tising models. 


combining popular appeal with terrific pull. 


for ‘live’ publicity 


LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 


Be 6 « 
‘” THE Cagse oF 
eres 


When a local Flood Relief Fund was opened by the chairman of Felix- 
stowe Council, one of Mills & Rockleys’ sites in the main shopping area 


was used to support the appeal. 


This was made possible by the co- 


operation of the advertisers (Cadbury's, Ovaltine, Persil and Tide) who 
readily loaned their space. Posters were produced and given by Mills & 
Rockleys Ltd. 


THAT Brian Keegan has taken 
over the duties of press liaison at 
Aer Lingus London office. 

* * * 


THAT an illuminated tank contain- 
ing tropical fish is used in a display 
at Newcastle Central railway station 
with the slogan “They can’t get out 
but you can with a cheap rail 
ticket.” 
* * 


* 
THAT Reginald Tildesley Ltd. have 
booked a space on Blackpool's 
Electric News Sign. 

* * . 
THAT a _ two-day sales training 
course “Service Through Salesman- 
ship,” organised jointly by the 
Wholesale Textile Association and 
the International Wool Secretariat, 
opens to-day (Thursday) at the 
British Colour Council. 

* * 


THAT Britannic Publicity Ltd. have 
been granted a contract to supply 
advertising menu holders to Odeon 
and Gaumont’ British cinema 
restaurants throughout the U.K. 


ADVERTISING 
DIARY 


Friday, February 20. 

INCORPORATED SALES MANAGERS 
ASSOCIATION students conference 
Victoria Halls, Bloomsbury Square, 

£ oA 


MANCHESTER PuRLictty Associa- 

TION ladies’ night. Midland Hotel. 
Monday, February 23. 

Pusucrry Cius or Lonpod. 
Sidney T. Garland. Charles E. 
McConnell and Alfred Pemberton 

“The personal touch in adver- 
selling.” Waldorf. 


Pusticrry CLUB OF SHEFFIELD 
Visit to Sheffield City Police HQ 
Beisro. ann West Pusticity 
Crus. F. E. Tuckér on “Advertis- 
ing display at the point of sale.” 
(Educational meeting.) Grand 
Hotel 
Tuesday, February 24. 

ADVERTISING-Press CLUB. Sena- 
tor Prof. W. B._ Stanford on 
“Journalism and Public Opinion.” 
Shelbourne Hotel, 

REGENT ADVERTISING CLUB 
ner Gray on “Packaging” (educa- 
tional lecture) 

Pusticiry CLus OF NOTTINGHAM 
Pat Auld on “* 
ing.” Victoria Hotel, 

Braprorp Pusliciry ASSOCIATION. 

Musgrove-Wood on “Colour 
—— Midland Hotel, 


wileuta February 25. 
BIRMINGHAM PUBLICITY ASssOCtIA- 
TION Annual debate with Incor- 
porated Sales Managers’ Associa- 
tion. Imperial Hotel, 6.30 p.m 
Society OF TYPOGRAPHIC 
DESIGNERS Abram Games on 
“Poster Design.” Monotype Cor- 


ry 26 
AND Bucks _ PUBLICITY 
Norman F Philips on 
aspects of psychology in 
promotion.""” White Hart 
Reading, 645 p.m. 


. February 27. 

INSTITUTE OF PuBLIC RELATIONS 
annual dinner Kensington Palace 
Hotel 


PPUTTTTTTITILITITT LLL ee 


PPTTTTITITITI ITT eee 


Art agents stage 
their own show 


An exhibition of contemporary 
advertising art, organised by 
Artist Partners Ltd., has been on 
snow this week at the Studio 
Club, 15 Swallow Street, W.1. It 
is Open until to-morrow (Friday). 

If it were possible to view this 
show with a completely innocent 
eye (writes Stuart Lewis) one 
might conclude that the general 
level of commercial art in Britain 
to-day is extremely high. In 
order to put this collection of 
the work of 45 top and up-and- 
coming artists in its proper per- 
spective, it is necessary to recall 
the horrors to which one is daily 
exposed when turning the pages 
of newspapers or flipping through 
magazines. It then becomes clear 
that this is not so much an exhi- 
bition of contemporary commer- 
cial art as a visual roll of honour 
of some of those who have run 
the blockade of uninformed 
criticism and have got through 
unscathed. 


Wide variety 


Needless to say, no single firm 
of artists’ agents can meet every 
advertising need and satisfy all 
the art buyers all the time. Yet 
perhaps the most remarkable 
feature of this show is not the 
quality of the work—which is 
excellent—but its wide variety. 
It ranges from the beautifully 
assured figure drawings of Rix, 
Michie, Coleman and other star 
performers in the glamour-cum- 
fashion field to the closely ob- 
served, slightly Germanic charac- 
ter studies of Ainsworth, and 
from the gay puppet-like crea- 
tions of Tooby to the painfully 
appetising buttered toast of 
Oates. 

From the 200-odd exhibits 1 
singled out the B.O.A.C. poster 
by Norman Weaver as specially 
satisfying, not only because its 
design and colour are effective 
but because it tells the copy story 
(“Take time off travel”) in a 
quick visual way. 

I also enjoyed the Eckersley 
cover design for Sales Appeal, 
in which realistic bull’s-eyes actu- 
ally form the eyes of a bull, al- 
though for sheer fantasy this is 
capped by a study in remote 
control by André Francois pub- 
lished in Punch. 
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Mother and her teen-age daughter always shop together, 


but it’s the younger woman’s vigorous pressure which 
secures the purchase. That is why her tastes and practical 
good sense are reflected in their home. Barely nineteen, 
she has already acquired a fund of good buying sense 
which will serve her well when she furnishes a home of 
her own. And for most HEIRESS readers that day is 


fast approaching .. . 


RM ERS 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED, 4 Bouverie St., London, E.C.4 ‘Phone: Central |732-3 
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Smedley’s appoint new agents 


NEW WALL’S ICES 
Walls are introducing two new ices 

a shilling vanilla brick to be 
known as the Popular Special and a 
two-flavour ftamily brick costing 
Is. 6d. Milk chocolate has also 
heen added to the sixpenny Gay- 
time choc bar. The present schedule 
of national daily newspapers, maga- 
vines and posters will be used to 
publicise the two new lines. Lintas 

ltd. are the agents, 


£3,500 competition 
for grapes 


The South African Deciduous 
Fruit Board is awarding £3,500 in 
prize money in 4a grape Competition 
to be organised nationally at the end 
of this month. 

Competitors must fit appropriate 
captions to nine pictures featuring 
South African grapes 

Entry forms will be available at 
fruit retailers throughout the coun- 
try, and they will also appear in a 
large national advertising campaign 
for South African grapes to be 
launched through Mather & 
Crowther Ltd. carly in) March. 
Full pages will be used in national 
and women's magazines and in the 
Radio Times. There will be large 
spaces, too, in the national dailies. 


Stocking claim 


New Pretty Polly hosiery adver- 
tising which breaks next month 
will use the slogan “Unsurpassed in 
ill the world.” The manufacturers 
have recently installed the latest 
American machinery in their 
Sutton-in-Ashficld mills and copy 
will be laying emphasis on the out- 
standing quality of the stockings 
now being produced. 

National dailies and Sundays and 
women's magazines will be used by 
the agents, Allardyce Palmer Ltd. 


No smoking 


Coalite have launched a campaign 
in national dailies and Sundays 
Radio Times and the Evening News 
using mainly 13 in, by 5 col., Ul in 
triple and & in, d.c. spaces 

Object of the campaign is to stress 
advantages of smokeless Coalite for 
any domestic purpose with particu- 
lar emphasis on its suitability for 
modern inset grates and domestic 
boilers. G. S. Rovds Ltd. are the 
agents 


Gordon & Gotch (Advertising) 
Ltd. will be taking over shortly 
the advertising for Smedley’s 
Ltd. Campaigns in the course of 
Preparation will cover the com 
pany’s canned fruits and vege 
tables and fresh frozen foods, 

National newspapers, maga 
zines and the trade press are on 
the schedule for the scheme which 
is expected to break soon 


Soup offer in 
‘Radio Times’ ad. 


Batchelors took the back cover 
of this week's Radio Times to make 
a coupon offer. Headed, “This page 
is worth 6d. to you,” the ad. in- 
cluded a coupon enabling readers 
to buy a one shilling pack of 
Batchelors chicken noodle soup for 
sixpence., 

Double page spread advertise 
ments were taken in the trade press 
to give retailers details of the 
scheme. The copy told them that 
the Radio Times ad. amounted to 
“7,792,300 coupons to be redeemed.” 
yes agents are Mather & Crowther 
Ad. 


Another coffee 


Double page spread trade press ad- 

vertising started this week for the 

new Nestlé’s coffee and chicory 

product — Ricory. Large scale 

national advertising, handled by 

Saward, Baker & Co., Utd., will 
Start soon. 


Liberty double 


their ads, 


Advertising for Liberty founda- 
tions 1s being doubled this year. The 
schedule covers national daily and 
Sunday newspapers and women's 
magazines. 

he ads. will point out special 
features of Liberty corsetry such as 
the “Nu-back"’—a devise which 
prevents the corset from creeping. 
Mather & Crowther Ltd. are th: 


agents. 


DEODORANT STICK 


Fassett & Johnson Ltd. are intro- 
ducing a S-day chlorophyll stick 


deodorant. <A_ self-service counter 
dispenser is) being distributed to 
retailers. Advertising at present is 
confined to the trade press. Thx 


agents are S. T. Garland Advertising 
Service Ltd. 


Tieing up with a current campaign on bus sides is this Meggezone window 


display at Cranbourne Chambers, 


the London Transport Executive's 


advertising department 
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NEW ACCOUNTS: 


Walkers Stores (local press), 


NEW CAMPAIGNS: 


vincials, trade press, and po 


press: Hartley's marmalade 
largest post-war spaces in 


A GLANCE e 
ACCOUNTS MOVING: 


Pop rivets, made by Geo. Tucker Eyelet Co., Ltd.. to A. N 
Holden & Co., Ltd. (Birmingham) 
Smedley’s Ltd. to Gordon 


& Gotch (Advertising) Ltd. 
(national newspapers, magazines and trade press). 


I. Goldstone (Leeds) Ltd. (trade press), Direct Boot Co., Ltd. 
(provincials), Markham Clothing Co, (trade press), for Stuart 
Hirst Ltd. (Leeds); Thermodare storage heater, made by Aber- 
and technical press), for Arks 
Publicity Ltd.; Broadhead & Conyers, leather specialists (foot- 
wear papers and class women’s journals), and World Stores and 


dare Electric Co., Ltd. (trade 


Handy Argle Manufacturing Co. and Continental Scooters 
Ltd., for Paul E. Derrick Advertising Agency Ltd.; Leo Ltd., 
makers of Lor hosiery, and Litchfield Bros., Ltd., engineers, 
for Bemrose Publicity Co., Ltd 


Huntley & Palmers Ltd. (Smee's Advertising Ltd.), national 
dailies, class and women’s magazines, London evenings, pro 
sters on London and provincial 
buses; 99-9 soluble blood manure (Bennett Williams (Advertis- 
ing) Ltd. (Bradford) ), gardening papers and trade press; Ration 
book distribution (the J. Walter 
and local newspapers in) April; 
Factor (Crane Publicity Ltd.), national newspapers and maga- 
zines and trade press: Parnall electric washing machine (W. H 
Gollings & Associates Ltd.), London evenings, provincials and 
point of sale; Coalite (G. S. Royds Ltd.), large spaces in 
national dailies and Sundays; 
sports shoes (Charles F. Higham Ltd.), national dailies, Sun 
days, women’s magazines, and trade press; Biomised products 
(Pratt & Co. (Advertising) Ltd.), nationals, gardening and trade 
(London Press Exchange Ltd.), 
national dailies and Sundays, 
Glasgow Sunday Post and Radio Times, Liberty foundations 
(Mather & Crowther Ltd.), national dailies and Sundays and 
women's magazines: Ventin’s Venese anti-gastric mixture (1. ¢ 
Bench Lid.), national press; Pretty Polly hosiery (A‘lardyce 
Palmer Ltd.), national dailies, Sundays and women’s magazines, 
starting in March: Triro-Folberth Ltd... makers of windscreen 
washers and winer blades (Smee’s Advertising Ltd.) Radio 
fimes and motoring papers; South African Grapes (Mather 
& Crowther Ltd.) full pages in national and women’s magazines, 
Radio Times, and large spaces in national daily newspapers. 

Goblin electric appliances (Pratt & Co. (Advertising) Ltd.), 
national dailies and Sundays, magazines and Radio Times 

Brewer's Society (S. H. Benson Litd.), Sundays, evenings. 
weeklies, magazines: Gossard S*tk Skin foundations (Colman, 
Prentis & Varley Ltd.), national newspapers and magazines. 


PUBLIC RELATIONS ACCOUNTS: 


Bell Punch Group and the Societé des Grand Establissements 
du Touquet, for Kennelley Fdwards & Associates Ltd 


Dunlop ladies’ footwear and 


G. Street & Co., Ltd.; The 


(Derby) 


Thompson Co., Ltd.), national 
Satin Flow, made by Max 


Another Max 
Factor line 


National press and magazine ad 
vertising will break next week for a 
new Max Factor product——Satin 
Flow facial cleansing lotion. 

Local press advertising has already 
been used to test the product in five 
areas——Bristol, Newcastle, Aber 
deen, Hull, and Leicester. 

rade press advertising started 
this week with two colour ads 
Satin Flow will retail at 3s. Ild 
Crane Publeity Ltd. handle this 
account 


The new twins 


New advertising twins will soon 
be making their debut--Gossard’s 
Silk Skin twins 

They will be used to publicise 
the Silk Skin garments which are 
designed for the “young = and 


The new campaign, handled by 
Colman, Prentis & Varley, Ltd., 
will include ads national news- 
papers and magazines 


Advertising to 
Coronation visitors 


Innoxa are inviting Coronation 
visitors from overseas to visit: thei 
Bond Street beauty salon to have a 
skin examination and = consultation 
and receiv personal beauty plan. 
They will also be invited to tour the 
Innoxa cosmetic liboratories 

Innoxa are sending the invitations 


through stockists in the Dominions 
Press advertising will also be used 
particularly in) Australia Agents 


Hawhins Advertising Pty Ltd., and 
South Africa, by Natal Advertising 
Contractors. 


T. C. Bench handling 


— 
new medicine 
National publicity will start next 
nonth fo new anti-g c ms 
ire—Ventin’s Venese--which has 
en introduced by Ventin & Odon 
r. C. Bench Ltd. are handling the 
idvert ne Trad press advertis 
ing is now appearing and there have 
been s " 


nal ocal test schemes in 
various parts of the country 
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Wha 
cohat are you Sols 


But gentlemen « « ; 
nt On: 
to print a 


Every day, absolutel splendid conferences 


namism of layout, the mood of typography, 


weich the dy 
The outcome, unless it is a 


the impact ot copy. 
treak, will be something printed on paper. 
Yet the Paper to be used for a booklet or bre »chure 
trequenth rets very off-hand consideration. 
Do call in Spicers paper consultant early. 


{ 
Paper can set terrible technical traps. He will help you 


to avoid them. Each type of paper has its own character, 


contributing as surely as typography or layout to the mood ot 


Spicers paper consultant can help you find the 
You will tind his knowledve 
Many 


a project 

paper most brilliantly apt. 

wide and practical, offered freely by an active mind 
artists, art directors and advertising managers 


draw on it as a matter of routine 


speak to Wages 


Telephone: Central 4211 - 19 New Bridve St., London, EC, 


R EPRO DU OT | ON ww" 1S IT that scales artwork up and down 
to different sizes; that makes tacsimile copies of drawn, 


written or printed matter; that produces photoprints quickly; that makes 
litho plates for the “ office offset”; what is it that does all this ? 
Why, the Mervac — the versatile Mervac, sitting there in its corner of 


your office, always ready to do its stuff, taking little 


¥ 
ENLARGEMENT 
q 
| space and needing little ‘eaniee 


a 


skill to operate. There are models for every 
kind of business. What’s yours ? 
Grant Production Co. Ltd., 4 Rathbone Place, 


London, W.1 (Museum 8717) 


Whenever you require an enlarged, 
reduced or same-size photoprint, 
the Mervac Photoprojector gives 
you a quick one. 


y 1D ee a ee ke” ae Be iN has ho. | — lle ea | 
ee A a ot £4) ae ao 
a : an ' a * 
—— 367 ES 
es 
O. 7 
E Max ee a 
} Ziyi 
Fig % 
a a BN . 
cr 
as . , 
% *\ 
- 
a ots 
ON Ml a ee 
Outs: ge - 
d 7 
a ee 
- essnccpaauasaeas eee a aoe DR sa. al a oe - 3 
ae 
| j . 
‘ : “ v- 4 ae f : 
» ~ < Pam a + ip’ ie ; 
a - Se ee 
ee <2 ieee ; pe 
a % : Bel ty mF 
SS! Bee ! 
s ei 3 re —_ A 
a * ey % Ba Peas e 
_ : kee z # o ] 
ee, i Se ) 
eee se bak tg Fe, 2 ¢ P . - : 
aed ray, “ £ —_ 
cae , 
J a g i7' a z q ; r : . 
e i. age 4 E = . 
J . ee * ; . 
= OA <> ae gy tri | 
4 cae. ry | 
<. Le 
Og ' [= i v) A 
ee _— t 
bi j | an 
P 5 
— 
e versatile . 
Tisburys : 
7 ' 
? Y- - t 7 Pe oe 


4 
AN 
. 


a 


ADVERTISER'S WEEKLY 


Economic tmportance of | 


368 


outdoor advertising 


The important economic func- 
tion which outdoor advertising 
fulfils is still not realised by a 
number of public authorities, 
George T. Mills (chairman and 
managing director) has warned 
shareholders of Mills & Rockleys 
Ltd. 

In his annual statement he 
said: “Much literature and e€x- 
planation is being addressed to 
town planning authorities, and 
it is hoped that appeals from re- 
fusals of consent to display ad- 
vertisements will not be so fre- 
quent in the future as a better 
appreciation of the factors be- 
comes known, Many public 
authorities, on the other hand, 
were dealjng with the regulations 
in a reasonable manner, he said. 
Mr. Mills claimed that the Hell- 
berg Panel introduced by Mills 
& Rockleys had proved an out- 


Plan to speed up 
samples import 


The draft International Con- 
vention to facilitate the Importa- 
tion of Commercia] Samples and 
Advertising Material is now open 
for signature at the headquarters 
of the United Nations in New 
York. It will come into force 
when 15 countries have ratified it. 

Originally proposed by the 
International Chamber of Com- 
merce, and adopted in draft form 
by the contracting parties to the 
General Agreement on Tariffs 
and Trade, the Convention secks 
to reduce cost, formalities, and 
delays in sending samples and 
advertising materials from one 
country to another, 

Countries which adhere to the 
Convention undertake, between 
them, (a) to allow samples of neg- 
ligible value to be imported duty 
free; (b) to allow samples of value 
to be imported duty free on a tem- 
porary basis, subject to deposit 
or security being given, (c) to 
allow specified types of advertis- 
ing material including advertising 
films, to be imported duty free 
and (d) to exempt samples and 
advertising material, with specified 
exceptions, from import prohibi- 
tions and restrictions such as 
quotas, 


Radar unit in 
window display 


Coast Lines, Lid., who have been 
exhibiting a special radar display in 
the window of their offices in Regent 
Street, London, have now arranged 
for its transfer to Frames’ Tours, 
Ltd., Castle Street, Liverpool, where 
it will be on show until February 
22. It will then be displayed in the 
offices of the Belfast Steamship Co., 
Ltd., and, it is hoped, later at the 
premises of the British and Irish 
Steam Packet Co., Ltd., in Dublin, 
and of the City of Cork Steam 
Packet Co., Ltd., Cork. 

The display includes an actual 
Marconi Marine “Radiolocator [V" 
radar unit as installed on the new 
3,600-ton passenger and cargo vessel 
Irish Coast. 


standing success and had become 
acceptable to every public 
authority with whom the firm 
was in contact. 

Group profit, for the year 
ended October 31, 1952, stood at 
£160,080 (compared with £129,511 
for 1951). £101,324 was provided 
for taxation. An increase in the 
dividend from 10 per cent to 114 
per cent on the 10s. ordinary 
shares was recommended, 

Bouquet for 
photography 

The Minerva Art and Photo- 
graphic Service, of King Street, 
Covent Garden, London, is one of 
a number of commercial photo- 
graphic firms enthused with the 
possibilities of the latest Agfa 
direct print process, and the Agfa 
diapositive transparencies now 
growing in favour for use in 
window display units. 

After initial training at the 
Agfa school and a year’s subse- 
quent actual] practice on normal 
assignments, Minerva’s senior 
colour technician has produced 
an interesting exhibition of prints 
and transparencies which may be 
seen at King Street now and 
throughout this month (writes 
John Heron). 


Colour fidelity 


Visitors will find it instructive 
to compare the original objects 
photographed, which appear side 
by side, with the resulting Agfa- 
color prints and diapositives. 
Colour fidelity is by no means 
perfect, but the exhibits are good 
enough to indicate the possibili- 
ties-—-especially in light of the 
fact that the Agfacolor print 
and diapositive processes are a 
great deal cheaper than most 
colour processes hitherto; much 
cheaper, for example, — than 
curbro. Moreover, there is no 
limit to the number of colour 
prints that can be produced from 
the same negative, and no size 
restrictions. The Agfa diaposi- 
tives have the added advantage 
that they can safely be trans- 
mitted by post. 

A complete full colour cata- 
logue for Fleet Foot shoes is on 
view; with one exception, al] the 
shoes depicted are from Minerva 
Agfacolor prints, and a dozen 
harmonising backgrounds shot in 
and around Greater London are 
interesting because they show 
that, with the Agfa _ process, 
colour can be “held back” at will, 
to give the necessary “recessed” 
effect that — the back- 
ground overshadowing the princi- 
pal subject. 

The American company for 
which this catalogue was pro- 
duced has expressed greatest 
pleasure with the completed job 
no mean feat for Minerva, in 
competition with all the mighty 
colour photography resources of 
the United States! 


No use coaxing 4 


that. makes it worse 


. let him go without 


A. Go. eee” 


PIN-UP BOY 


Trufood Ltd. frequently receive 
requests for their posters from 
health department officials in dif- 
ferent parts of this country and 
from countries overseas, Several 
sets have been supplied to the 
infant care clinics in Baltimore, 
U.S.A. 

The posters are primarily in- 
tended for clinics and welfare 
centres “In providing educational 
material like this we create a lot 
of goodwill with the doctors, 
nurses and health visitors who 
are important to us in our busi- 
ness.” states Roy Bignell, Tru- 
food’s advertising manager. 

Reproduced above is the latest 
addition to the current series. 


Press Council 
proposals 


The committee set up by the 
leading newspaper organisations 
and trade unions to discuss the 
formation and constitution of a 
Press Council has now submitted 
a draft proposal to its governing 
bodies. 

The committee comprises rep- 
resentatives of the Newspaper 
Proprietors’ Association, the 
Newspaper Society, the Scottish 
Daily Newspaper Society, the 
Scottish Newspaper Proprietors’ 
Association, the Institute of 
Journalists, the National Union 
of Journalists, and the Guild of 
British Newspaper Editors. 

It is recommended that the 
Council should be a voluntary 
organisation of 25 members. 
Eight objects are listed, among 
them being the maintenance of 
the character of the British press 
in accordance with the highest 
professional and commercial 
standards, the promotion of a 
proper functional relation among 
all sections of the profession, the 
promotion of technical and other 
research, and the study of devel- 
opments in the press which might 
tend towards greater concentra- 
tion or monopoly. 

The committee recommends 
that the Council] should consist 
of 15 editorial and ten managerial 
representatives. 
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CLASSIFIED ADVERTISEMENTS 


(Continued from page iii cover) 


‘FREE LANCE SERVICES 


A DEARTH OF GOOD  COPY- 
WRITERS? Why not make use of my 
speedy and punctual service for every 
kind of adver.isement copy? Complete 
campaigns or single Press Advertise- 
ments, Booklets, Leaflets, Folders, etc. 
Twenty years’ experience. Visuals and 
ideas if required. Te'ephone installed 
for rapid contact, Write in first in- 
stance 
Box 3992 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED FASHION ARTIST 
(London), desires representation by 
keen, reliable agent. Women's and 
children’s fashions. Please write 
Box 3993 Ad. Weekly 180 Fleet St EBC4 

WELL-KNOWN London Printers wish 
to place commissions with a Showcard 
Constructional Designer in board. 
Novelty plus economy in production 
first requisite. 

Box 3931 Ad. Weekly 180 Ficet St BC4 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 
result—no commission:—Brilegal (Es 
tablished 1919), 80 R 
Bradford. 


ACCOMMODATION 


OFFICE ACCOMMODATION, comfort- 
ably furnished, with secretarial services, 
Strand, 

Box 3995 Ad. Weekly 180 Fleet St EC4 

OFFICE, Strand, suitable as a studio, to 
let £2 per week, Possibility of some 
work for right man 

_ Box 3996 Ad. Weckly 180 Fleet Sy EC4 

COMPETENT FREE LANCE, lettering 
and general artist offered desk, use of 
telephone and steady commissions in 
pleasant, well lit studio at nominal 
rent 
Box 3997 Ad. Weekly 180 Ficet St BC4 

WEST CENTRAL ADDRESS commer- 
cial Studio offers portion of premises. 
Iwo rooms together approximately 
1,000 square feet or would divide. Top 
laht. Ground floor. Very reasonable 


terms. 
Box 4010 Ad. Weekly 180 Ficet St BC4 


SALES AND WANTS 


GRAPHOTYPE for sale, hand-operated 
class 6140 for B plates. F. J. Edwards 
Ltd., 359 Euston Road, London, EUS 
4681. 

WANTED Gesteprint or Roneo photo- 
stencil outfit compicte and in good 
condition 
Box 3994 Ad. Weekly 180 Fleet St EBC4 

WANTED. Grant Projector second- 
hand. Offers to Sawel! Publications Ltd., 
4 Ludgate Cirous, E.C.4. CENtral 4353. 


PRINTERS 


PRINTING COMMISSION You can 
earn a regular and profitable agent's 
commission for all printing orders you 
assist us to obtain. Monthly accopnts 
welcomed. Every assistance given. 
Write, call or telephone the Managing 
Director, G. F. Tomkin Lid. Modern 
and reliable printers, 501/5 Grove 
Green Road, London, E.11. Telephone 
LEYtonstone 7396/1164/1165. 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics, 
Careful supervision. Ask for prices, 
SUTTONS Printers 
Paignton Tel. 5542 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or emal] weekly 
paper. Broadsheet or folio. Newark 

Advertiser, Newark. 


POSTER STAMPS 
LABELS, SEALS and 
SHOWCARDS 
Ask for Representative to call. 
TOWNSENDS of EXETER 


London Works: ORCHARD PRESS, 
EASTCOTE. Tel. Pinner 7927 
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FEBRUARY 1953 


APPOINTMENTS VACANT 


BOOK-KEEPER /SHORTHAND TYPIST. 
male or female, required as assistant 
to Accountant in Technical Advertising 
Agency Experience of space buying 
and preparing space schedules also 
desirable. Should be quick worker and 
be abie to X mg facts and detail with- 
out superv 
Box 3542 ‘Ad "Weekly 180 Fleet St BC4 

GENERAL ARTIST for London area, 
used to finished line, wash, retouching, 
lettering, some colour work, Good all- 
round man wanted, able to produce 
examples of finished work. No amateurs 
considered. Salary commensurate with 
ability. 

Box 3920 Ad. Weekly 180 Fleet St EC4 

ARTIST REQUIRED, London area, able 
retouch photographs engineering subjects 
to highest standard. Quick and accur- 
ate. No amateurs considered; only 
firsts class men able to produce 
examples of finished work need apply. 
Salary commensurate with ability. 

Box 3919 Ad. Weekly 180 Fleet St EC4 


CREATIVE 
STAFF 


Two competent agency-trained 
men required. 


(A) For general layout work 
and visualising on a variety 
of accounts. 


(B) For amore senior position 
as deputy to Studio Manager. 
Extensive visualising and lay- 
out experience, and a sound 
knowledge of finished art- 
work techniques is essential. 


Profit Sharing and Pensions 
Schemes apply to both these 
posts. Write fully, stating age, 
experience and salary required. 
Mark your letter ‘A’ or ‘B’ as 
appropriate. 


S. C. PEACOCK LTD 


Maddox House 
215-221 Regent St., London, W.1 


SPACE SALESMAN required in South 
Western Counties for local displayed 
media. Must be capable of carning 
substantia! income. Excellent opportu- 
nity for person with initiative. Write 
_ Box 3909 Ad. Weekly 180 Fleet St BC4 

required for interesting 

Cinema Screen advertiing work. 

Exhibition and poster experience de- 

sirable. Hours 9-5.30, Pension scheme 

For appointment phone HAMpstcad 

8281. R. LUNNON, Studio Manager. 


PRODUCTION 


A large West End Agency has 
a vacancy in their mechanical 
production department. 
Applicant should be capable 
of handling a number of large 
accounts without supervision. 
Thorough agency experience 
essential. Full particulars to 


Box 3999 
Advertiser's Weekly 180 Fleet 8t EC4 


SPACE SALESMAN required for Visual 
Art, the publication of the Visual Arts 
Club, 12 Soho Square, W.1 

DESIGNER of Printed Wrappings re- 
quired, preferably with experience in 
the Packaging Industry. Location Man- 
— RL provide full particulars 


te salary required. 
Box 3910 Ad. Weekly 11 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display pan«| inch. 


APPOINTMENTS WA 


NTED, 3s. per lime, 35s. per display panel inch, 


Al other 


classifications, 4s. per Une, oe Sa ee Se Minimum, 3 lines. — No. 


charge, one line plur 9d. covering 


postage, Series 
advertisements under seven insertions MUST oe PREPAID. 
Weekly,” 180 Fleet Street, London, E.C.4. 


rates on application: all 
Address “Ad vtleer’s 
CHAncery 8844 (Ex. 25) 


APPOINTMENTS VACANT t 


Situations Vacant: “The 


of 
be made through a Local Office of the Ministry of Labour or a Scheduled Emp ': 


answering these advertisemen': must 
‘ment 


one if the applicant ts a man aged wh inclusive or a woman aged 18-59 jo lusive 


unless be of se, OF 


from the provisions of the 


Notification of Cmte Order 1952.” 


EXPORT ADVERTISING SERVICE LTD. 


require a 
JUNIOR TYPOGRAPHER 


with ability to produce good, practical, working 
type layouts and adaptations. 


The position carries a good salary, with super- 
annuation facilities. 


Write stating age and full particulars of experience, 
and enclosing specimens of recent work to : 


22 OLD BOND STREET, LONDON, W.! 


ee 


ARTIST-DESIGNER required with all- 
round competence but a particular 
ability for controlled drawing in line. 
Some years Agency experience essential. 
Living accommodation can be arranged. 
Applications in writing to Art Director, 
with selection of specimens indicating 
actual work carried out (design, cough, 
finished art). Also indication of salary 
required NEVIN D. HIRST ‘AD. 
VERTISING) LTD., Grattan House, 
Mt. Preston, Leeds, 2 

ASSISTANT LAYOUT MAN OR 
WOMAN required by Leading Mai! 
Order Fashion House for Catalogues, 
Leaflets, etc. Some knowledge of copy- 
writing an advantage, £400-£500 p.a. 
Write Box 2278 c/o V. Pethick Ltd., 
30, Bouverie Street, London, E.C.4 


EXPERIENCED: 
ARTIST - DESIGNER 
REQUIRED 
for ney | and display. First class 
lettering and finished drawings essential. 
J. EDWARD SANDER 
Sta Rathbone Place, Oxford Street, W.! 
MUSeum 7788 


CREATIVE LAYOUT ARTIST required 


for well known London Agency. He 
should be able to produce slick roughs 
of other people's ideas, and be capabic 
of creating in his own right He is 
promised ample opportunity to express 
himself, working on large national 
accounts. Phone CENtral 4030, Ext 
8. to fix appointment for interview 


SECRETARY / SHORTHAND - TYPIST 


with Agency experience required by 
small West Agency. Interesting 
work and opportunity for advancement 
for py py person able and will- 
ing to tackle a variety of jobs in busy 
Office. S day week. helm | Gatins age, 
experience, salary required. 

Box 3979 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS RETOUCHER 

Interesting job, easy hours, 5 

day week with Advertising 
Agency, near St. Paul’s. 


Box 4005 
Advertiser's Weekly 188 Fleet 81 EC4 


BOOK-KEEPER/SHORTHAND TYPIST 


required in printer's office. Agency or 
printing office experience will = an ad- 
vantage. West London distri 

Box 3978 Ad. Weekly 180 Fleet ‘St BC4 


*Phone your Classifieds 


REPRESENTATIVE REQUIRED = for 


Provincial Free Press Experience in 
space sclling an advantage Excellent 
prospects as an investment if desired 


Box 3981 Ad. Weekly 180 Flee: St b4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


KENNEDY DISPLAYS 


LIMITED 
7, King Henry’s Walk, N.1 


Require a further exhibition and 
display representative Commencing 
salary £1,000 p.a. The position adver- 
tised is one which calls for a per 
son of considerable knowledge of 
the business, coupled with the ability 
to accep: responsibility, Applications 
should be addressed in confidence to 
the Managing Director 
In order to save time on both sides 
it would be appreciated if those un- 
able Ww measure up to the above 
would refrain from applying 


ASSISTANT STUDIO MANAGER re 


quired by large provincial Agency 
The successful applicant will have had 
practical experience as an all-round ad 
vertising agency artist He should pos 
sess administrative ability and a critical 
appreciation of first class artwork. His 
duties will involve the detailed control 


of 16 artists and he will not therefore 
normally be called upon to produce 
drawings himsclf Ths is an impor 
tant new executive position with a 


rapid.y expanding organisation Living 
accommodation can be arranged. Apply 
in writing giving full details of ex 


pericnce and salary required tw. Art 
Director, Nevin D. Hirst (Advertising) 
ltd., Grattan House, Mount Preston 
Leeds, 2 

A PUBLISHING COMPANY would lke 
to contact an expert in direct mail who 
would be willing to advise them. They 
are open-minded as to the way in 
which such an expert might fit into their 
plans and would be happy to consider 
suggestions 
Box 3967 Ad. Weekly 180 Fleet St BC4 

A VACANCY will shortly occur for a 
young lady to act as Assistant to Editor 
of a monthly technical journal (London) 
Must have knowledge of editorial work 
and/or advertising; shorthand and typ- 
ing essential Applications, giving 
details of experience, etc.. to 
Box 4971 Ad. Weekly 180 Fleet St BC4 


LTD. 


MURRAY-WATSON LTD.., 


MURRAY 
WATSON 


REQUIRE ADDITIONAL 
CREATIVE and 
ADMINISTRATIVE 
STAFF 


APPLICATIONS BY LETTER ONLY 
GIVING FULL EXPERIENCE AND 
SALARY REQUIRED SHOULD BE 
ADDRESSED TO MISS C. VIRGO, 


58 BROOK ST., LONDON, W.1 


to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


EXCELLENT OPPORTUNITY for en- 
of 2h a t. ts Nunderstudy Ady tne: | APPOINTMENTS VACANT 
of 23 and 30 to understudy Advertise APPOINTMENTS VACANT d 
3 ment Manager, with a view to promo 
i tion in taking over managership in Situations Vacant: ‘“‘The engagement of persons answering these advertisements must 
7 aree De gen itmrag be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
r wees a Pec - ~~ an ater f Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 
an it is casential for nim unless he or she, or the employment, is excepted from the pro the 
enthusiasm and amb tion with Notificauon of Vacancies Order 1952.” 
energy to deve p the Greater 
ind Home Counts arca 
carried by a niqu technical journ 
Ihe acancy offers excellent prospects | 
fo the right man and carries lary, | 
COM mission ind a pension “heme 
Write giving full details of education 
business cxpericn auc « “a 
Box 3977 Ad. Weekly 180 Fleer St £C4 
; Granthams of Reading V \ S U A L } S E R 
7 require a 
TYPOGRAPHER LAYOUT ARTIST 
An excellent opportunity for someone 
: who seeks progressive lernployment 
F} away from London 
hee ® Write in first instance to 
rt Director, 9-1) Valpy Street, Reading ‘ : 
No ‘specimens please Capable of finished figure work required by 
IMPORTANT NATIONAL = FOOD London Advertising Agency for a senior and 
TRADE week requires advertisement 
canvassers in idiands, Lancs, Yorks P TE ‘ — P 
; and north of England. Apply, giving progressive position. Write giving details of 
details of recent record and stating 
terms to - . 
Box $492 Ad. Weekly, 180 Fleet St hC4 experience and salary required to : 
ASSISTANT (iemalc) required for ad 
¥ verttiising department Previous exper 
a ence desirable but not essential. Should 
a be good at figures and be able to typ Box 4007 
a Hours &-* No Saturdays Call 9 
‘ am of 2 + pm. 139 Ciapham Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 
4 EXTENSIVE DEVELOPMENTS in 4 
- Publication directed to the Textile 
: Jrade and koown throughout the world AN EXPERIENCED CIRCULATION | ASSISTANT 10° SPACE BUYER re 
te nan an openings available for two | MANAGER required by London Pub quired for the preparation of media 
= Lo id a.” eee “ re ae lishers with group of periodicals. Reply <hedules, typing space orders, charging 
; pee and fanchester sg in confidence stating age, experience | space to clients and voucher checking 
ii oni ao appointed will be ex nn to } should be good at figures and a 
ty pected to live on the territory con Box (970 Ad. Weekly 180 Fleet St EC4 wmpetent typist Shorthand desirable 
cerned and to be capable of earniny | but not essential Write or ‘phone for 
4 high remuneration. Our preseny staff ARTIST, One interested in industrial and an appointment Fayior Advertising 
are aware of this advertisement. Others technical work Experience with ad- | Ltd. 115 Gower St. WCl Phone 
f arc invited to apply with full particu vertising lay-outs Opportunity — for EUSton 7406 
* ar now th: oontidens yo F ersatile t graphic art - 
be completely r+ eae State enlary aceegadaceges * LAYOUT VISU ALESER required tor Lon 
Box 4968 Ad. Weekly 180 Pleet St BC4 Box 3973 Ad. Weekly 180 Fleet Si EC4 don Agency. Must be capable of pro- 
ducing goed clean slick layouts and of 
‘ Visualising when necessary Top salary 
7 offered to first class man Full parti- 
f culars to 
1 Box 3961 Ad. Weekly 180 Fleet St EC4 
ee ALERT YOUNG LADY required as 
st CREATIVE Assistant in Sales Director's Office otf 
a well known manufacturer in pleasant 
4 part of Southampton Should have 
ome commercial experience and know 
edz of aclvertising S-day week. 1 
days’ holiday with pay. salary £3450 p.a 
# plus bonus 
j Box 3982 Ad. Weekly 180 Fleer St EC4 
f WANTED WELL-KNOWN PUBLISHERS = requir 
ah experienced advertisement sa’esman for 
vely trade magazine to work from head 
fice in London but prepared for ex 
ensive p incial visits Salary, com 
Front-rank Advertising Agency requires a young winion. cxoeaues: Ameacy coanection 
Wy : F . knowledg { textiles. clean driving 
creative man for important National Accounts. licence an advantage. Apply in con 
fidemn 


Knowledge of figure drawing and typography. 
A flair for lettering. Must be versatile. 


CREATIVE 


LETTERING ARTIST 


WANTED 


Must really understand the purpose of lettering 
for layout, and possess an appreciation of 


typography. 


Apply for appointment to 


Box 3894 
Advertiser’s Weekly, 180 Fleet St,, London, E,C,4 


to 
Box 3984 Ad. Weckly 180 Fleet St EC4 


Advertisement space salesmen 
expect and do earn £25 
weekly and more on official 
publications with 
SKY PRESS LTD. 


Phone: AMB 6628 


PRINTING HOUSE 
periodicals, etc.) in the Home Counties 
North of London: turnover approxi 

160.000. offers excellent oppor 


(letterpress; books 


tunity with hirectorship tf progres 
ive and ambitious man with good un 
versity degree ag 30-35 Good ex 
perience in the trade highly desirable 
No capital required but Company aims 
to expand Write giving full part 
culars including age, education, exper 
ence and present position to 
Box 3969 Ad. Weekly 180 Ficet St EC4 
TECHNICAL WRITER required by firm 
in wth West London area manufac 
turing aircraft electrical equipment 
must have concise style and 


Applicants 
pable of compiling technical spec 


fications from data or drawings 


trical knowledge essential The pos 
fon is superannuated and gives con 
siderable scope to an ambitious man 
with ack > experience Nrite, stat 
ing exp< ¢, age and salary required 
Box 3976 Ad. Weekly 180 Fleet Sy EC4 


’Phone your Classifieds to CHA 8844 (kx 25) 


SHOW CARD 


Fesruary 19, 1953 


APPOINTMENTS VACANT 


BARRETT'S PUBLICATIONS LITD., re- 


quire representatives and canvassers used 
to directory work Full commission 
Fares and expenses paid Established 
mediums Guaramteed territory Par- 
ticulars to Head Office, 91 Regent 
Street ! 

REPRESENTATIVE ESTABLISHED 
No limit to earnings Display, Sik- 
screen exhibitions Goodlands 773 
Fulham Road, S.W.6. RENown 1563 

ALL ROUND CREATIVE ASSISTANT 


required in sma!) advertising department 
of London publishers and printers 
Able to do rough lay-outs and copy for 
professional market. Full particulars to 
Box 3972 Ad. Weekly 180 Fleet St EC4 
TRAVELLER = required 
full-time service Only app.icants with 
established connections with national 
semi-national 


EDITOR REQUIRED to take charge of 
production of new house journal for 
public works contractors Some ex- 
pericnce Of engineering an advantage. 
Write, giving ful) particulars of pre- 
vious experience, salary required 
Box 4004 Ad. Weekly 180 Fleet St EC4 


INTERNATIONAL WOOL 
SECRETARIAT 


Carpet Promotion Officer 


required. Experience of 
planning and carrying out 
sales production essential. 
Commencing salary not less 


than 


£1,000 per annum 
according to experience. 
Apply in writing giving 
full particulars to The Secre- 
tary, International Wool 
Secretariat, 


18/20 Regent St., London, $.W.! 


marking cover ‘* Confidential, C.P."’ 


VERSATILE AGENCY —trained layout 
man for London Agency This is a 
progressive Postion requiring slick 
pencil and colour roughs for presenta- 
tion Thorough knowledge typography 
ind production essential Write full 
details to 
Box 3984 Ad. Weekly 180 Fleet St EC4 


CREATIVE 
MAN 


A good opportunity offers itself 
for an experienced creative 
copywriter-visualiser. He must 
have had Agency experience on 
a variety of accounts, covering 
originating and writing. The 
preparation of preliminary rough 
layouts is an advantage. A keen 
man who can look for facts, who 
can orginate and develop copy 
themes will enjoy this work on 
national and technical accounts. 
Applications should state age, 
details of experience and salary 
required, to 


Box 4000 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT required tor 


publisher's office, for general prepara 
tion of advertising literature and press 
advertising Old established company 
in N.W. London, Good prospects for 


young man Age, experience and salary 


to 
Box 3986 Ad Week'y 180 Fleet St EC4 
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Frpruary 19, 1953 


APPOINTMENTS VACANT 


A successful 
ADVERTISEMENT 
REPRESENTATIVE 
required in the North 


For this position proven space- 
selling ability is more important 
than years of experience, though 
established connections with 
northern agents will be a valuable 
recommendation. To the right 
man, ample scope is offered by 
well-known publishers on one of 
their technical journals, acknowl- 
edged as leading in its field. 
Applications, which will be 
treated in strict confidence, 
should give a full account of 
education, experience, sales 
record and salary required. 


Box 3998 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR PRODUCTION MAN age 20-23, 
at least one year’s cxperience, required 
by progressive Fiect Street Agency 
Box 3975 Ad. Weekly 180 Fleet St EC4 


ARTISTS, Experienced first class letter- 
ing / layout artists required, The 
Florence Studio Ltd., 9 Fulwood Place, 


High Holborn, W.C.1. 
EXPERIENCED copy detail assistant re- 


quired to work on national accounts, 
Write giving full details to A. T. 
Horwell, Edwin Wasey & Co., Ltd., 
Brook House, Park Lane, W.1. 

EXPERIENCED LETTERING ARTIST 
required. Salary t600 p.a. Write giv- 
ing full details 


Box 3985 Ad. Weekly 180 Fleet St EC4 
VISU ALISER. Established Technical 

Agency requires First Class man with 

Previous Agency experience. Write fully 

giving age, experience and salary re- 

quired to 

Box 3960 Ad. Weekly 180 Fleet St BC4 


FREE LANCE ARTIST 


required to 
humorous 


draw well-known semi- 
advertising figure in any 
pose OF action. 

For further particulars write to 


Box 4014 
Advertiser's Weekly 180 Fleet St EC4 


OPPORTUNITY 
twenties, of 


for young man in car.y 
matriculation standard as 


traince for executive position in a 
modern outdoor advertising organisa- 
tion Salary paid during training. 


Applications in own handwriting giving 
age and expcricnce, by letter only to 
A. W,. Newton Lid., 20 Berkeley Street, 
W.1 


PRODU CTION ASSISTANT 
27) wanted 
ip A, agency 


(male are 
immediately by busy 
Previous experience of 


ordering blocks, typesetting, etc., essen- 
tial Holiday this year W_ suitable 
applicant, Apply, Production Manager, 
Alfred Bates & Son, Ltd., 130 Fleet 
Street, E.C.4 

EXCEPTIONAL OPPORTUNITY  pre- 
sents itself for 2 young man (under 35) 
who has had a little space-selling ex- 
perience or is keen to enter that field. 


A well-known Fleet Street group of 
periodical-publishing companics is pre- 
pared to train such a man for carly 
promotion to one of its main adver- 
usement departments Probationary 
salary £6-£7. Write, in strict confidence 


to 
Box 3669 Ad. Weekly 180 Ficet St BC4 
COMMERCIAL ARTISTS. Fully ex- 
perienced airbrush photo retouchers re 
quired for, colour and black and white 
The Florence Studio Ltd.. 9 Fulwood 
Place, High Ho!born, W.C.1. mes 
SPACE SALESMAN required for even- 
tual managership of trade journal in 


London The following qualifications 
essential—at least three years experi- 
ence of the specialised press, a good 


education and working knowledge of 


production. Interest in the marine in- 
dustry a valuable assct The position 
calls for a sound reliable man, pre- 
pared to work inijtia'‘ly under super- 
vision Write fully giving details of 
present position, age and salary ex- 
pected to 


Box 4019 Ad. Weckly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


TO ADVERTISING MAN- 
GER. Important Company with the 
best of connections and a developing 
turnover require an Assistant for their 
Advertising Manager. Young man of 
25-30 with some Agency or other ex- 
perience, of a pleasing manner and 
cutting intelligence. Write giving full 
particulars (a photograph would help) 
to Box M.172, c/o Streets, 11¢@ Old 
Broad Street, E.C.2 
ADVERTISING. Leading Birmingham 
Advertising Agents require senior pro- 
duction cost/clerk. Must be fully con- 
versamt with ordering blocks and print, 
and have had some years experience in 
similar capacity. 
_ Box 4022 Ad. Weekly 180 Fleet St BC4 
CLEVER WRITER “wanted (freelance) 
with specia! knowledge medical litera- 
ture to write informative but interesting 
booklets and other literature on Asthma, 
Catarrh, Rheumatism, etc 
Box 3987 Ad. Weekly 180 Fleet St EBC4 
ARTIST. General Artist required for 
Agency Studio. Must be outstanding 
man, age approx. 30/40. Write fully 
giving tull particulars including salary 
required to 
Box 39602 Ad. Weekly 180 Ficet St EC4 
ENERGETIC cnd imaginative Advertise- 
ment Kepresentative wanted for London 
suburban paper; progiessive appvoint- 
ment tor hard worker; salary and com- 
mission, Reply stating experience, etc, 
Box 4001 Au. Weeky Ls0 bleect St EC4 
DESPATCH CLERK. Young Lady wih 
Agency experience required tor Copy 
Vespaich Wepartment of busy Agency, 
Good salary offered. Wrte fully giv- 
ing age, experience and saiary required 


ASSISTANT 
A 


lo 
KBox 3964 Ad. Weekly 180 Ficet St BC4 

FURNITURE ARTIST required by South 
London Studio. full details of experi- 
ence and salary required. 

Box 4006 Ad. Weekly 180 Fiect St BC4 

YOUNG MAN aged 22-26 years required 
by largc Organisation to take charge 
of Pubuicity Permanent position with 
prospects (pensionabie). Advertising 
experience essential. Write, giving full 
details including salary requed. Box 
A.W. 975, c/o 191i Gresnam House, 
E.C.2, 

ADVERTISEMENT REPRESENTATIVE 
(Itade and technical) required on 
salary, commission and expenses, Please 
address particulars and experience in 
conidence to “DMM" c/o Saweill & 
Sons, Lid., 4 Ludgate Circus, E.C.4, 

VISUALISERS, with ability tw  pro- 
duce orginal ideas and finished roughs 
on part-time basis for leading London 
Direct Mail House, are invited to 
write, stating convenient time for inter- 


view, 
tbox 4013 Ad, Weekly 180 Fleet St EC4 
TYPOGRAPHER required by Agency 
handling Technical Accounts. Should 
have sound knowleage of layout and 
be prepared to handie adaptations. 
Write in confidence giving full particu- 
lars including salary required to 
Box 4021 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED LETTERING ARTIST 
required in the London Studio of 
Alfred Bates & Son Lid., must be 
quick, ciean worker. Apply with 
mens to Studio Manager, 130 
Street, E.C.4 
SPCRETARY-ACCOU NTANT wanted. 
A capabie Seoretary-Accountant, fully 
experienced in advertising agency 
accounting, is required. Age 36-42. 
A worth-while appointment for a keen 
and experienced Accountant, Write 
giving full details of experience, and 
salary required, to Managing Director, 
Ripley, Preston & Co., Ltd., 4 Carme- 
lite Street, E.C.4 
ASSISTANT ADVERTI 
AGER required by 
monthly business journal 
ABC net sale. Exceptional 
a first-class space-salesman 
cording to qualifications. 
age, experience, etc., in strict confi- 
dence to 
Box 3893 Ad. Weekly 180 Fleet St EC4 
WEST END nationally advertised Fashion 
House requires PUBLICITY MANA 
GER (male) ust have experience of 
fashion advertising, preparing Catalogues, 


ENT MAN- 
old-established 
with 5-figure 
opening for 

Terms ac- 
Particulars of 


display material and photography. 
Write, stating experience and salary re- 
quired to, Box 412 George Cuming 
Ltd.. 36 Davies St.. W.1 
SECRETARIAL ASSISTANT (cither sex; 
single) required by Circulation Mana- 
ger of well-known monthly magazine 
Preferable someone who has had a 
little press experience. Shorthand and 
typing essential S-day week. Pasti- 
ulats of age, expericnce and salary 


required to 
Box 4018 Ad. Weekly 180 Fleet St EC4 


MASIUS & FERGUSSON L'il). would 
be micrested tw hear trom any keen 
young man wanting to learn become 
4a space buyer im the mode sense Of 
the word He should have ne pre- 
sent experience of the workings of a 
media department Write ing full 
details of age, capericnee, = 2? 
Burden, 40 Berke cy Squa ae 

ARTISTS. Experienced turnit and still 
lite artists requwed tor linc wash and 
colour Ulustrations 
Box 3980 Ad. Weekly 180 Fcct St bC4 

SPACE REPRESENTATIVE estab- 
lished Trade Journal want to train 
as Manager alter short isi period, 
Salary and/or commission W rite 
Box 4008 Ad. Weekly 180 Elect St BC4 

ARTIST. Lettering Artist for Keproduc- 
tion work required by London Studio. 
Only First class man need ap; Write 
in confidence giving age, ‘perience 
and salary expected. 

Box 3963 Ad. Weealy 180 Ficet St BC4 

EVERETTS requse a young man in 
their Voucher Checking Dept Write 
fuil details to the Manager, Voucher 
Dept., Everetts Advig. Lid, 10, Hert- 
ford Street, W.1. 

EXPERIENCED LETTERING ARTIST 
required, Salary 1600 p.a. Write giv- 
ing full details to 
Box 4002 Ad. Weekly 180 Ficet St BC4 

SECRETARY required editorial director. 
Previous experience publicity and will- 
ing w take responsibility 
Box 4003 Ad. Weekly 180 Fleet St BC4 

IN LEEDS, Busy studio offers interest- 
ing pos, to experenced gencral artist. 
First-class lettering and layout cssen- 
tial Faicon Studios Ltd., 15, Queens 
Square, Leeds, 2. Telephone 23652. 

LAYOUT MAN 
Another layout man is required to 
comp cte our creative team Must 


be capable of producing slick visuals 
for presentation wo clicnt Write 
stating experience, salary required, to 
CRANE PUBLICITY LID., 
5-9 Quality Court, Chancery Lane 
Ww.c.2 


SPACE REPRESENTATIVES (2) with 
initiative and drive, required for London 
and Midlands by well-known national 
farming paper. Full details w 
Box 4027 Ad. Weckly 180 Fleet St BC4 

JUNIOR ASSISTANT (16-18) required in 


Publicity Department for Photographic 
Filing and General help in Editorial 
Section Neat tidy worker essential, 


preferably with ability to type Write 
stating salary required to Ref SA/ 
Personne! Dept. E.M.1. Sales & Service 
Lid., Hayes, Middx 
PRODUCTION ASSISTANT 

QUIRED to handle blocks, ar 
printing and phowgraphy. Write 
experience and salary required 
Box 4024 Ad. Weekly 180 Ficet St BC4 


RE. 
work, 
staung 


RETOUCHERS WANTED 


Top Wages and Good working con- 
ditions —first class work only. Write 
or phone 
SELLAR'S ILLUSTRATING. 

42 Maiden Lane, WC.2 
TEM. 0936/7 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


SHORTHAND-TYPISIS, Private Secre- 
taries, Cierks, etc. If you are in urgent 
need of stall, contact Embassy Bureau, 
Excel House, Whitcombe Sucet, W.C.2. 
(WHitehali 5924). We specialise in 
efficjent personne! 

SPACE SALESMAN 52: ex-Service, both 
wars, g00d personality and education. 
Experienced all-round salesman with 
successful apace selling record secks 
position in London where initiative and 
enterprise would be appreciated. 

Box 3924 Ad. Weekly 180 Fiect St BCs 

PRODUCTION ASSISTANT. Student, 
35, with uncommon flair for visualising, 
layout, and high siandard of crisp 
copywriting, wishes to join Agency ww 
develop marked creative ability. Oppor- 
tunity More important than salary, 
Box 3965 Ad. Weekly 180 Fleet & BC4 

LADY COPYWRITER. Axency tained, 
research and editorial experience, re- 
quires post London. 

_ Box 4015 Ad. Weekly 180 Fieet St BCA 

YOUNG (7) WOMAN EXECUTIVE 
requires engrossing appointment = of 
responsibility. Proven background of 
admjnistrative, organising and secre- 
tania) experience, with technical know! 
edgc, including advertising editorial 
photography, publicity, fashion, Wide 
artistic interests and flair, Decisive, 
friendly personality 
Box 4016 Ad. Weekly 180 Pieet St BCs 

CREATIVE LAYOUT ARTIST, 5 years’ 
Agency experience, secks progressive 
ohange Typography, lettering, 

Box 4017 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT MANAGER, with 
good record desires post. Keen progres- 
sive long and varied experience pro- 
vincial morning and evening weekly 
newspaper Age 50, good references, 
_Box 4009 Ad. Weekly 180 Fleet St BC4 

COMPANY SECRETARY ACOCOUN. 
TANT, wide commercial experience, in- 
cluding Advertising, Account, Biock- 
making, seeks change, 316 Watford 
Way, Hendon, N.W 

PUBLICITY MANAGER, wide experi- 
ence agriculture and engincering, able 
administrator, fully conversant adver- 
tising practice. French, some Spanish 
Requires change of post in own line 
Or consumer goods, 

Box 4011 Ad. Weekly 180 Fleet St BC4 

YOUNG SPACE SALESMAN, secks a 
progressive position, which offers scope 


and prospects 
Weekly 180 Fleet Si BC4 


Box 3989 Ad 
USINESS OPPORTUNITIES 


ELECTRIC NEWS LTD. 


wish to appoint an Agent 
for the South. Many 
National advertisers are 
using Blackpool's Electric 
News Sign, and to a live 
Agent, the proposition 
would be a profitable one. 


3 EDWARD STREET 
BLACKPOOL 


ESTABLISHED NATIONAL MONTHLY 
Publication requires space representa- 
tion London, also Midlands 
Rox 4026 Ad. Weekly 180 Ficet St BC4 


TYPIST TELEPHONISI required in 
commercial art studio Write stating 
experience and salary required 
Box 4025 Ad. Weekly 180 Ficet St BC4 


APPOINTMENTS WANTED 


CREATIVE 
post London area. 
experience, 
figure work 
Box 3922 Ad. Weckly 180 Fleet St EC4 


LAYOUT ARTIST scccks 
Four years’ agcncy 


typography, lettering and 


ARTIST ILLUSTRATOR with croctive 
ability prefers line and wash drawing, 
secks progressive work. Tel PRI 3796 

YOUNG MAN 21, cducated, ¢ per 
sonality and appearance, secks position 
nm advertising. Some initia) experience 
# make-up and production 
Box 3990 Ad. Weckly 180 Fice 14 

EDITORIAL ASSISTANT silable 
shortly, Could do librarian’s or research 
work Conscientious educated woman 
Box 3991 Ad. Weekly 180 Fleer St BC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


BALLOONS specially imprinted for aii 
advertising purposes, prices and samples 
on application, Surrey Rubber Co., Lid 


(Dept. A.W), Ashtead, Surrey 
YOUNG silk screen and display firm 
wishes to contact representative with 


silk screen connections 
Box 4012 Ad. Weekly 180 Ficet St 


SHOW, CARDS, CUT-OUTS, 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
Dhoto-litho process plant) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Fleet %., B.C .4. 
Phone: CENtral 1740 


ECA 


NATIONAL QUARTERLY CRAFI 
magazine desires 16 appoint an estab 
ished London advertising agency who 
would represent them for the purposes 
of securing advertisement space from 
London and Provincial sources 
Box 3988 Ad. Weekly 180 Fleet St BC4 


, (Continued on page 368) 
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ADVERTISER'S WEEKLY 


Are you missing 3 
Thousands of 
free sites 


at point- 


of-sale 


Catch her eye with your message 
just when she is about to buy !No wonder so many leading advertisers 
use Redfern Advertising Rubber Mats as the essential ‘reminder med- 
ium’ in their advertising campaign. These mats are welcomed by traders 
as useful furnishings for the shop—that’s why such valuable sites are so 
freely and gladly given. Colourful, permanent and hardwearing, Redfern 

Advertising Mats can incorporate any trade-name, 
mark or slogan in a variety of colours, 


DOOR MATS - FLOOR MATS - COIN MATS 

DARTS MATS - BOWLS MATS 
Write for this folder containing details of 
our permanent point-of-sale advertising 
medium, It could carry a message for you. 


ADVERTISING RUBBER MATS 


REDFERN’'S RUBBER 
NATIONAL ADVERTISERS’ 


T.P.310 


worn«s Limiteo 
DIVISION + HYDE + CHESHIRE 


Artin Upton Service 


— STOP 
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HOME SECRETARY COMMENDS THE 
VIGILANCE OF ADVERTISING 


Home Secretary, Sir David Max- 
well Fyfe, at Advertising Associa- 
tion lunch yesterday (see page 321) 
congratulated E. J. Robertson, 
president of Association, and chair- 
man “Express” group, on “demon- 
Strating beyond all contradiction 
independence of editorial columns 
from any suggestion of influence by 
advertisers.” 

Sir David disclosed that he had 
recently authorised preparation of 
another recruiting publicity cam- 
paign for Metropolitan Police. 

“Success in securing 317,000 ia 
civil defence services apart from 
specials and those in industry is 
due in no small part to publicity 
campaigns we have run over last 
three years,” he said. “It is clear 
that advertising is of the utmost 
value to good administration to- 
day.” 

He was well aware of excellent 
work which had been done in ad- 
vertising to protect the public from 
fraud and commercial misrepresen- 
tation. Sir David added: “I would 
like to congratulate the Association 
on the part they played in investi- 
gating various doubtful homework 
schemes, investigations which led 
ultimately to the conviction of five 
offenders.” That abases could 
easily creep into public advertising 
was all too evident from its history. 

“But any such abuses can best be 
dealt with by your own profes- 
sional self discipline, which can be 
very much more effective than legis- 
lation from without,” he continued. 
“In fact the advertising industry has 
frequently been in advance ot legis- 
lation. 

“The British Code of Standards 
is an excellent example of profes- 
sional discipline. That the six 
leading organisations in the industry 
should have yoluntarily accepted the 
code, shows that the industry will 
continue to take the lead. 

“It is obvious that you must be 
concerned with your good name for 
your success with the public must 
depend entirely upon establishing 
a solid basis of confidence. 

“I am glad that the Association is 
always seeking to maintain and 
improve the standards of advertis- 
ing.” 

Government help and support 
had done much to encourage new 
industries in Wales in order to pro- 
vide employment and prosperity. 
Considerable number of secondary 
industries have been established. 

“Much of this has been in the 
nature of the manufacture of con- 
sumer goods,” Sir David added. 
“Some of these are products very 
well known to the housewife through 
advertising and I sincerely hope 
that other newer products will 
achieve success in the same way. 
But for newly established businesses 
the marketing of their products in- 
volves special problems. 

“A bold marketing plan of which 
advertising would form an essential 
part should be considered in parallel 
with the production problem. 

“You can see, therefore, that as 
Minister for Welsh Affairs as well as 
Home Secretary I have very good 
reasons for wishing that the Adver- 
tising Association may prosper in the 
excellent work it is doing for the 
progress, prosperity and reputation 
of the advertising industry.” 


"Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4 
February 19, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


POSTER CAMPAIGN FOR 
FLOOD FUND? 


Meeting to be held Mansion 
House to-morrow (Friday) between 
representatives LI.P.A. and Lord 
Mayor's Flood Relief Fund headed 
by Leonard Nenk, acting secretary 
of Fund, and C. J. Murphy, Fund 
P.K.O. Latter said “Many offers of 
help from advertising and publicity 
firms already received. Meeting will 
discuss how publicity schemes can 
- be co-ordinated.” 

Ek. Aylward as _ president 
British Poster Advertising Associa- 
tion saw P.R.O. of the Lord Mayor's 
Flood Relief Fund on Tuesday and 
was informed that question of a 16- 
sheet poster campaign would be on 
agenda of Friday meeting. 


HULTON DENIES SALE 
RUMOURS 


Edward Hulton states: “It has 
been brought to my notice that 
rumours are circulating to effect that 
Il am planning to sell Hulton Press 
or at least “Picture Post” to un- 
named American interests, and that 
seats are being kept vacant on the 
board of Halton Press Ltd. for 
directors representing these interests. 
There is no foundation whatsoever 
for these rumours. 

“I have no intention and never 
had any intention of selline either 
the company or my controlling in- 
terest to Americans or anyone else. 
It is true that the directorships left 
vacant after the recent reorganisa- 
tions of the board have not yet been 
filled, but conversations are proceed- 
ing with private individuals.” 

Stefan Lorant, first editor of 
“Picture Post,” has been invited to 
visit London by Frank Dowling to 
confer on new plans for “Picture 
Post.” Lorant is now an American 
citizen. 


‘DAILY SKETCH’: NO 
EARLY SALES PLAN 
Emphatic denial of rumours that 
“Daily Sketch” would be on sale 
throughout country before midnight 
as trom yesterday (Wednesday) 
issued by Associated Newspapers. 
First issue of “Air Force Daily” 
new publication for United States 
Air Force in U.K., Europe and 
North Africa, excepted mid-March. 
Negotiations still proceeding for 
production in London. 


First ever national campaign 
launched for Harris Tweed. 
National dailies being used by 


Dorland Advertising Ltd. 


Howards Press Advertising Ltd., 
Manchester, taking over advertising 
for Duncan Gilmour & Co., Ltd., 
Sheffield brewers and associated 
companies. Campaigns for Windsor 
ale planned for provincial press. 


Outdoor Advertising Industry 
Advisory Council is opposing an ap- 
plication that Cumberland (exclud- 
ing the Lake District) should be 
made an area of “snecial control.” 


(Phone: Chancery 8844.) 
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